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THE NATIONAL NEWSPAPER OF MARKETING 


Burnett Agency WHO IS ON STRIKE at KOHLER? House Listens to Soap Business Bubbles ... 
Sreweesawers: sree ce Pleas of Drys for 
‘Ban on Liquor Ads 


| WASHINGTON, May 20—The A ti il Add U t 
/House interstate commerce com- C 1V1 y p 0 
3 |mittee spent three days this week 

‘trying to absorb the pros and cons 
THE ISSUES of proposed legislation outlawing 


hin, miter ‘all advertising of alcoholic bever- 


Resigns American 
Meat Institute 


Rumors Fly as Agency | WHAT ARE 
Puts Itself in Running un 


= ages. 
. Te Caeey awe eee, It was the sixth time in seven 
for Armour Business ” Senortty. years that this particular issue has 


Cuicaco, May 21—Leo Burnett | “22t=se=: R= === oie gay been aired before a congressional 
Co. is terminating its 14-year as- | »< “e neem le -— per he y~ 
sociation with the American Meat | wee 8 ao 

Institute, AA learned today. next month when the Senate inter- 


The Burnett agency has han- *=-—.2= is state commerce committee takes up 
dled the institute's advertising | ~ : : an Prggpr vos hae a eae 
since 1940, and launched the AMI’s| == s always, : 
first consumer ad campaign in|) ~~sa-— * event. Nearly 25,000 telegrams—al- 


| most all of them supporting the 
“2 ead ee ee “wHo's ON STRIKE?—The United Automo ee “—e~ — — 
was set at $2,000,000 then, and has | week on ads like this giving its side of a d g- onad Mickdan the = ee 
averaged about that every year | strike dispute with Kohler Co., Sheboygan, ye i CS Open contin edi d 
through 1952, rising at times to Wis. The page ads ran in 22 newspapers chamber was instan “ J e 
$2,500,000 and dipping to $1,500,-|in major cities. A union spokesman told with spectators—most y women 
000 on occasion. Last year the in-| AA that the UAW has used several news-| past middle age—who spilled out 


stitute spent $340,240 in consumer | P°Pe campaigns in the past and found|into the corridors. 


: : ‘satin : \that the practice paid off. Luckoff & Way- 
magazines (its principal medium), | Heed ei-9 eh the UAW ads. 


according to Publishers Informa-_| 


SHIRTS, SPORT WEAR, PRAMAS 
hocnme Mee oan 


AGAIN—Continuing its preoccupation with 


# Half a day was lost to mem- gals and their eyes, F. Jacobson & Sons- 


tion Bureau figures, and _ has bers of Congress who appeared be- Inc., New York, will run this color page for 

spent $101,308 in the same medi-|ing agency appcintments as yet. | fore the committee to pledge their | jayson in Life, Dec. 6. Alfred J. Silberstein, 

um through March of this year. To date, Mr. Whiting said,jinterest in the proposal. Rep.| Bert Goldsmith Inc., New York, is the 
A representative of the AMI told “about a dozen” agencies have Emanuel Celler (D., N. Y.) was agency. 


insti was in the been asked to submit a letter out-|one of the few to defy the trend. 
aires ee our over-all |lining their facilities and relating | He testified that the bill is badly k B d 
advertising setup.” their experience in handling food|drawn. While it prohibits adver- New Yor Oar 
accounts. Armour wants an agen-|tising in newspapers, magazines 
ws News of the resignation put|¢y—or agencies—either headquar-|and broadcast media, there is no o 
the Michigan Blvd. and Madison | tered in Chicago or with a regular mention of outdoor posters, direct Kills Plan for 
Ave. rumor mills in high gear.| branch office in this city. mail, ads on vehicles and sky 
Coming so close on the heels of writing, he said. ; , 
Armour & Co.’s decision to move|® Some of the letters Armourhas| He made no effort to conceal his 3% S rvice Tax 
scme $4,000,000 in meat, poultry received are the result of an agen-| contempt for the plan. “Either the ° e 
and dairy product billings out of |¢y Making a bid for the account; liquor industry is legal or it is il- 
Foote, Cone & Belding (AA, May Still others came from agencies| legal,” he said. “We have licensed New York, May 21—The con- 
17), the sidewalk sages had Bur-|that Armour asked to bid for the|the industry. We derive huge rev- troversial 3% sales tax on com- 
nett clearing the decks to make business. enue therefrom. How can we|mercial services has been unani- 
room for the Armour business. After the letters are screened,|therefore filch from the industry | mously rejected by the New York 
Actually, the Burnett agency Armour plans to invite several of|its legal attributes, one = which | Board of Estimate, meeting in 
does place itself in the running for |the best-qualified agencies to|iS its right to advertise? secret session. 
the Armour business. But Ralph make a presentation, and will ; r The proposed tax has been hang- 
Whiting, Armour ad manager, told | make its final selection from these.|" With more than 100 witnesses | jing fire for several weeks and this 
AA today that the company had, Several of the nation’s leading|Scheduled—the majority of them | week made one major agency so 
not reached any decision regard-_| (Continued on Page 8) supporters of the bill—Bishop Wil-| nervous it announced plans to 
bur E. Hammaker, who directs the move out of the city (see story 
“$64” presentation, kept his state- below). 
° 4 : ment brief. The American Assn. of Adver- 
Despite Discounts, Appliance Makers): 8:sson vin nas tao onty sising Agencies, whith was john- 
with advertising,” he contended. ny-on-the-spot with opposition to 
“That is the matter at issue here. Is the measure affecting its mem- 


Foresee End of Sales Slump in ‘54 (Continued on Page 8) (Continued on Page 8) 


: despite a slump in appliance trade = 
Dealers Take Lead in  ieneiiaine linage and above all Last Minute News Flashes 
Drive to Get Surplus in spite of the chronic dealer habit 


Goods off the Market of fearing the worst, the appliance | Ohio Oil Co. Account Goes to N. W. Ayer 


and radio-tv set business is no} FynpLay, O., May 21—N. W. Ayer & Son, Philadelphia, has been ap- 
By L. S. Botts longer ve gy a Pina pointed to handle advertising for Ohio Oil Co., producer of Marathon 
May 20—lIs th li- te an early demise. On the con-| gasoline and oil which is marketed in Ohio, Indiana, Michigan, Ken- 

Cuicaco, May S$ tne app'-| trary, appliance distributors, and | tycky and Illinois. The account, which reportedly runs around $1,000,- 
ance industry really as bad off a8/ even the still-suffering producers,| 999 a year, has been handled by Stockton, West, Burkhart, Cincinnati. 
it has sounded over the past year?| seemed much more interested in 


: : <a Ayer also handles Atlantic Refining Co. 
How has its marketing approach | new approaches in dealer training 4 . 


altered under the pressure of the and “creative selling” than in apo-| Heinz Introducing New Baby Meat Line 

vg <gge makers and calyptic predictions. PITTSBURGH, May 21—H. J. Heinz Co. is introducing a line of six 

radio-tv manufacturers doing in|# Some of the reasons why the, ™eats for babies with ads in more than 100 newspapers, an extensive 

the field of dealer relations? groans from appliance men are at | 0Utdoor campaign and tv. In August, four-color pages will be run in 
What’s going on in the industry’s| least being muted of late include: | anor Living, Everywoman s, Family Circle, Parents’ Magazine, True 

trade advertising? 1. The surprising fact that ap-| Story and Woman’s Day, and four-page inserts are scheduled for the 


In an effort to get a true pic-|pliance dealers, who a few months | Alford Baby Group, American Baby, Baby Talk, My Baby and Your 
ture of the appliance business, Ap- | ago were supposed to be heading | New Baby. Maxon Inc., Detroit, is the agency. 
VERTISING AGE queried 35 of the na-/|for oblivion in mass fashion, are | ‘ 
tion’s top onatlniide and electronics | holding their own. Latest Depart- Cole & Weber Gets Washington Apple Account = 
producers, plus a number of dis-|ment of Commerce figures show| YAktMA, WasH., May 21—The Washington State Apple Commission 
tributors and dealers. them doing exactly that, with ap- has appointed Cole & Weber, Seattle, to handle its advertising. The 
This is what AA found out. pliance and radio-tv stores doing | account, one of the largest in the Pacific Northwest, has beén handled 
First of all, there was the fact) $604,000,000 worth of business for by Pacific National Advertising Agency. 


that, despite “deals” and discounts, (Continued on Page 70) | (Additional News Flashes on Page 77) 
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Rumored Agency Shifts, Promotional 


Busy Soap Week 


New York, May 20—The soap 


-| business, always a prime source of 


marketing news, was buzzing this 
week as: 


e Procter & Gamble Co. denied 
that it had any intention of chang- 
ing its agency lineup or reshuffling 
its products within agencies at this 
point. Rumors had been whipping 
around New York that Kenyon & 
Eckhardt was shortly to be ad- 
mitted to the P&G stable. 


e In Boston, Monsanto’s All moved 
in an effort to confuse the results 
of the test marketing of P&G’s 


.|new controlled-sudsing automatic 


washing machine detergent, Dash. 


e In New York, the Assn. of 
American Soap & Glycerine Pro- 
ducers noted that tonnage sales of 
soaps and synthetic detergents rose 
17% in the first quarter of ’54 
against the preceding quarter and 
7% over the comparable quarter of 
53. In dollars, the total quarter 
sales were valued at $213,375,000, 
up 9% from the same ’53 quarter. 
Sales of synthetic detergents now 
account for 59% of the total mar- 
ket, a gain of 5%—and detergent 
sales were running 17% ahead of 
the same period last year. 


e In New Jersey, a statewide pro- 
motion in which American Stores 
Co., the New Jersey Laundry & 
Cleaning Institute and Colgate- 
Palmolive Co. are involved held 
the interest of soap marketing men. 
Part of the interest came from sur- 
prise: With other soapers hitting 
the automatic washing machine 
market with all the talent they can 
muster, C-P was moving into the 
institutional field. 


= Purpose of the promotion is to 
increase sales of soap to commer- 
cial laundries, lure customers into 
Acme supermarkets, and get house- 


(Continued on Page 4) 


Senate Committee 


Probes Problems 
of UHF Television 


WASHINGTON, May 20—A Sen- 
ate interstate commerce subcom- 
mittee which spent three days this 
week looking into the .problems 
of embattled u.h.f. telecasters 
heard warnings that the nation 
will end up with a two-network 
tv system unless drastic steps are 
taken to put high-band stations in 
a better competitive situation. 

Two organized groups of high- 
band telecasters testified before 
the subcommittee, under the 
chairmanship of Sen. Charles Pot- 
ter (R., Mich.). Both groups called 
for a drastic re-allocation of tv 
channels, to eliminate the “inter- 
mix” plan which puts high and 
\low-band stations in competition 
| with each other in major markets. 


(Continued on Page 77) 
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Hard-Sell Approach Has Its Limits, 
‘Tribune’ Forum Panelists Decide 


CHICAGO, May 18—At last year’s 
Chicago Tribune Distribution and 
Advertising Forum the assembled 
experts were greatly exercised 
over the advent of the hard-sell | 
epoch—and the necessity for ad-| 
men, for the first time since the 
war, to really move the goods they 
promote. 

This year, in the fifth annual 
forum, the subject was the same, 
but the tone was different. The 
panelists seemed much interested | 
in non-hard-sell approaches, in- 
cluding new avenues of distribu- 
tion and less strenuous and price- 
conscious advertising. 

This could be traced in every 
cne of the three study sessions. For 
example: 

1. The first session, devoted to 
the question of how marketing can 
raise the standard of living, actual- 
ly started out, and kept returning 
to, the following question on meth- 
cd of distribution: Should there 
be more emphasis on direct selling, 
or is the general postwar system of 
low margins, fast turnover and 
self-service—buttressed by adver- 


tising as the main “hard-sell” in- 


strument—to be continued? 

2. In the second session, in which 
management took a lcok at distri- 
bution and marketing, somewhat 
the same question came up, as top 
executives found themselves un- 
able to agree on whether discount 
selling is unqualifiedly bad. 

3. Discussing advertising and the 
standard of living, the third panel, 
composed mainly cf key agency 
officials, expressed a strong reac- 
tion against the hard-sell approach 
and an interest in “discipline” in| 
the advertising industry. | 


® The first panel was composed of 
Charles W. Adams, v.p., Coca-Cola 
Co.; Harry Alter, president, Harry | 
Alter Co.; Gecrge H. Brown, pro-_ 
fessor of marketing, University of | 
Chicago; Walter J. Daily, v.p.,| 
Lewyt Corp.; James P. Delafield, | 
merchandise manager, Bird’s Eye 
division of General Foods; Harley | 
V. McNamara, president, National 
Tea Co.; Howard J. Scaife, sales 
manager, Hotpoint Co., and T. H. 
Young, director of advertising, 
U. S. Rubber Co. Philip Salisbury, 
(Continued on Page 66) 


Meager Rewards of Industrial Advertising 
Guarantee Mediocre Talent, Wood Asserts 


New York, May 19—‘Most in- 
dustrial advertising is a scandalous 
waste of money for the simple rea- 
scn that the limited billing of the 
agencies virtually guarantees that 
creative talent above the level of 
mediocrity will not be applied to 
their trade paper accounts.” 

This is what Jordan D. Wood, 
manager of public relations and 
advertising, Jones & Lamson Ma- 
chine Co., Springfield, Vt., tcld a 
meeting of the Assn. of Advertis- 
ing Men & Women last night. 

Mr. Wood, who is chairman of the 
international education committee 
of the National Industrial Adver- 
tisers Assn., spoke abcut market- 
ing problems in industrial adver- 
tising and the need for more wide- 
spread formal education in the 
field. 


# A study undertaken by his com- 
mittee during the past year has 
disclosed, according to Mr. Wood, 
that NIAA chapters were doing 
only “spcradic, isolated work,” that 
only four out of 58 of the largest 
corporations have any sort of in- 
plant training in the marketing 
field and that almost no colleges 
or universities offer industrial ad- 
vertising courses, although “many 
evinced a desire to cooperate.” 
As a result of this study, Mr. 
Wood revealed, the committee will | 
make a three-part recommendation | 
to the Montreal conference of 
NIAA next month. The group will 


suggest building a course aimed at . 
teaching business administration | | 


students the value and function of 


industrial advertising, another lib- | | 
eral arts foundation course for ad- 


vertising men, and the creaticn of | 
a scholarship to be awarded com- | 


sity or college.” 


petitively at “some Class A univer- | § as 
| 
| 
| 


® In his discussion of what he con- 
siders the inadequacies of indus- | 
trial advertising, Mr. Wood noted 
that whenever an individual 
“comes along who has what it 
takes to think through a market- 
ing problem...he is faced with) 
three choices: | | 

“1. Leave industrial advertising | 
and go into consumer advertising 


“3. Stay where he is and remi- 
nisce over what might have been.” 

He maintained that as a result 
of this situation, “it is a fact that 
a lot of industrial advertising of a 
disturbingly low calibre is flocding 
the trade publications and the 
mail.” 

Mr. Wood expressed the hope 
that in time the work of his com- 
mittee would help correct these 
conditions. 


ws Addressing the same meeting, 
Claude V. Meconis, advertising di- 
rectcr of Rapids-Standard Co., 
Grand Rapids, Mich., called in- 
dustrial catalogs “the stepchild of 
the industrial advertising pro- 
gram.” 

Mr. Meconis, who is chairman 
of NIAA’s catalog committee, said 
that not enough people are inter- 
ested in catalogs, with the result 
that there is a dearth of talent 
available. 

He cited a recent survey indi- 
cating that the cost cf an individ- 
ual sale through a catalog is far 
less than the cost of a single sale 
achieved by a salesman. 

His committee, he reported, will 
bring forth a number of recom- 
mendations at the NIAA confer- 
ence regarding production and dis- 
tributicn of catalogs. 
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TOURIST BAIT—The New Mexico State | 
Tourist Bureau is spending close to $200,- 


| be used to give employment to un- 


VODKA HITS NEW YORK—First ad drive 
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for vodka in New York newspapers broke 


May 20 when Ste. Pierre Smirnoff Fils Inc., subsidiary of G. E. Heublein & Bro., 

Hartford, launched ads in the New York Herald Tribune, Times, and World-Tele- 

gram & Sun. Vodka sales in U. S. in 1953 totaled 2,720,431 gallons, a gain of 

876,331 gallons over ‘52. Magazine ads, business papers and newspapers on the Pa- 

cific Coast are also being used by Smirnoff. Lawrence C. Gumbinner Advertising 
Agency handles the account. 


CBS-TV Reimburses Sen. McCarthy for Film 
Reply to Murrow, States ‘Fairness’ Policy 


New York, May 19—People who 
were wondering who was going to 
pay for the filming of Sen. Joseph 
R. McCarthy’s reply to Edward R. 
Murrow can stop now. CBS Tele- 
vision has picked up the check. 

The netwcrk last week reim- 
bursed Sen. McCarthy for the $6,- 
336.99 which Fox Movietone News 
charged to film his answer to CBS’ 
top commentator. The Wisconsin 
Republican originally sent the bill 
to Aleca, sponsor of “See It Now,” 
the program on which the charges 
and counter-charges were hurled. 
Alcoa returned the bill to him with 
the explanation that the program 
was bought at a package price 
from CBS Television, which paid 


Willys Union Wants 
to Handle Company’s 


Distribution in Ohio 


TOLEDO, May 18—Willys Motors 
Inc.’s union wants to help it in its 
business. 

This week the union put in its 
bid to handle the distributorship 
for the company’s cars and jeeps 
in Ohio. 

Edgar F. Kaiser, president of 
Kaiser Motor Corp., said that he 
will give “a fair and equitable con- 
sideration” to the proposal of Local 
12 of the CIO United Auto Work- 
ers. The union says it has raised 
$300,000 and has filed corporation 
papers. 

The present distributor is Laurel 
C. Worman Co., Toledo. 


s Members of the union are work- 
ing only two shifts a day, one 
lightly manned, while the third 
shift has not worked for some time. | 

When AA called up Tom Gray, | 
chairman of the Willys union, to| 
find out if the dealership would | 


employed union members, it was 


be given out “no matter how much | 
fishin’ you do.” 


Katz Heads Flag Week 

Joseph Katz, president of Joseph 
Katz Co., Baltimore, has been 
named national chairman of Na- 


itional Flag Week, June 13 to 19, 


Neil H. Swanson, executive direc- 
tor of the Star-Spangled Banner 
Flag House Assn., has announced. 
Vice-President Richard M. Nixon 
is honorary chairman for 1954. 


where the 15% provides enough 00 on a magazine campaign to promote Kastor, Farrell Adds One 


money to pay him. 

“2. Leave the small industrial | 
account or agency and go to an-| 
other industrial accourt large) 
enough to afford to invest in him. 


vacation trade. The ads, in full color, are 
running in American, Collier's, Cosmopoli- 
tan, Holiday, Life, Look, The National | 
Geographic and The Saturday Evening | 
Post. McCann-Erickson, Los Angeles, is the | 


agency. ‘ 


Kay Preparations Co. New 


York, has appointed Kastor, Far-| 


rell, Chesley & Clifford, New York, 
to handle advertising of its Kay 
301 cosmetic products. 


all programming-producticn costs. 

Though it had not committed 
itself on the matter, few people 
thought that CBS would decline to 
pay the statement once it was sub- 
mitted. 


= CBS explained that the senator 
was reimbursed “pursuant to a 
long-established pclicy of fairness 
and balance in the treatment of 
controversial issues.” 

The statement continued: “The 
CBS radio and television networks 
provide facilities and technical as- 
sistance reasonably needed by 
those who are invited by CBS to 
reply to positions taken in pro- 
grams produced and controlled by 
Coo.” : 

The network explained that if 
the original program in question 
was broadcast by a member of the 
CBS staff, the person replying may 
use the production facilities of -CBS 
cr outside facilities. 

When outside facilities are to be 
used, it was pointed out, CBS “nor- 
mally would insist” on prior dis- 
cussion “in order that there be 
advance agreement concerning the 
type of presentation for reply and 
the costs involved.” 


@ In the case of Sen. McCarthy, 
there was no prior discussion, but 
“since the policy of prior agree- 
ment in these circumstances had 
not yet been enunciated by CBS, 
CBS believes it would not be prop- 
er to refuse to reimburse Sen. Mc- 
Carthy on this ground.” 

Since the April 6 “See It Now” 


and closing by Mr. Murrow—was 
devoted entirely to Sen. 
Carthy’s remarks, the network 
stayed well within its package 
price of about $20,000, the film 
bill included. 

Asked who ncw retains owner- 
ship of the McCarthy film, a 


spokesman for CBS said the net- 
\told that until the deal was “final- | work owns a print which “we feel 
lized” no more information would | We Can use as we see fit, and Sen. 


McCarthy owns a print which he 


|can use as he sees fit.” 


‘El Espectador’ Joins Audit 

The evening daily newspaper, 
El Espectador, Bogota, Columbia, 
has become the first member of 
the Inter-American Press Assn.’s 
new office of certified circulation, 
which has been set up to audit 
the circulaticn of member periodi- 
cals in Latin America. Its head- 
quarters in the U. S. are at 22 E. 
60th St., New York. 


‘Cancel Business Paper Meet 
_ The National Conference of Bus- 
‘iness Paper Editors, originally 
‘scheduled on June 16 and 17 in 
| Washington, has been canceled. 


show—except for a brief opening | 


Mc- | 
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Sales Execs Most 
Important to U. S., 


Flarsheim Asserts 


| OmanHa, May 18—Bozell & 
Jacobs’ Henry Flarsheim put the 
responsibility square cn the shoul- 
‘ders of the nation’s salesmen in a 
talk last night before the Missouri 
| Valley Sales Executives Club. 

| “Sales executives,” the B&J v.p. 
/declared, “are the most important 
people in America today. 

“No matter how good it is, ad- 
vertising can only bring prospec- 
tive customers in contact with the 
salesman and create a receptive 
attitude for the merchandise, but 
with a combination of advertising 
and salesmanship we can sell 
everything our farms and factories 
produce,” Mr. Flarsheim said. 


® Tipping his hat to the sometimes 
inexplicable success of direct sell- 
ing companies, Mr. Flarsheim 
stressed the importance of drama- 
tic sales presentations and pointed 
out that “a door-to-door salesman 
faces persons who have no idea of 
buying anything, as compared to 
those who come into a store to buy 
something. Yet direct selling firms 
do many million dollars of busi- 
ness annually. Their methods can 
be used by the retail store and the 
distributor.” 

As far as the salesman’s chore is 
concerned, Mr. Flarsheim advised: 
“Find cut what the prospect wants 
and give it to him. Use the users of 
your merchandise to get more 
sales prospects. Close the sale by 
appealing to the prospect’s selfish 
motive for doing what you want 
him to do.” 


s A Virginia firm, Mr. Flarsheim 
reported, refuses to let its sales 
people take orders in the store be- 
cause it has found that orders 
taken in the home average three 
times as much. 

As for how to train salesmen, the 
Bozell & Jacobs exec had this to 
offer: “You must know how to do 
it yourself before you can train 
others. ..Tell him how, show him 
how, let him do it himself, criticize 
and suggest improvements and re- 
peat. 

“Nothing is more fallacious than 
the ‘better mousetrap’ idea,” Mr. 
Flarsheim asserted. 


Alderson, Hobart Receive 
AMA’s Parlin Memorial Award 
Wroe Alderson, senior partner of 
Alderson & Sessions, Philadelphia 
research firm, and Donald C. Ho- 
bart, v.p. and director of research 
for Curtis Publishing Co., Phila- 
delphia, have received the 1954 
/Charles Coolidge Parlin Award of 


Donald C. Hobart 


Wroe Alderson 


the Philadelphia chapter of the 
American Marketing Assn. 

The award, established by the 
chapter in 1945, is given for con- 
sistent contributions to the scien- 
tific perspective of marketing or 
the practice of market research. It 
is awarded in honor of the man 
'who is recognized as the founder 
‘of marketing research. The awards 
|will be given June 15 during the 
|1954 national conference of the 
|AMA in Atlantic City. 


Barclay Mfg. Names Cole 
Barclay Mfg. Co., New York, has 
appointed Leonard Cole as adver- 
— manager. Mr. Cole was for- 
merly head of creative activities 
at Metropolitan Advertising Ce. 
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Top NLRB Officials 
to Decide Future 

f 
of ‘Elmer's’ Trunk 

Cuicaco, May 18—A labor dis-| 
pute over Elmer the Elephant’s | 
trunk is going to stretch all the 
way from here to Washington, 
where a final decision in the con- 
troversy will rest with the top men 
on the National Labor Relations 
Board. 

Elmer is the television star of 
WNBQ’s children’s program, and 
the dispute concerns whether or 
not his cloth head and trunk is a 
stage prop or actor. Elmer’s role in 
the show is to answer questions 
and to converse by rolling his eyes, 
flapping his ears and ringing a bell. 
Of course, all of his antics are 
carried out by a man inside the 
head with a long right arm that 
operates the trunk. 

Kenneth Herrmann, member of 
the Theatrical Stage Employes 
(AFL), did the “inside job” for 
an extra $23.75 for five half-hour 
shows a week until members of 
the American Federation of Tele- 
vision & Radio Artists (AFL) ob- 
jected. 

Mr. Herrmann was replaced by 
“a performer,” but the stage hands 
union, which still claimed Elmer 
was a prop, asked the NLRB for a 
ruling. 

Raymond Jacobson, principal ex- 
aminer for the NLRB here, ruled 
Elmer was “a _ performer,” but 
when asked to reconsider the case, 
Mr. Jacobson decided this elephant 
business was too big for him and 
tossed Elmer into the lap of the 
NLRB’s top brass in Washington. 


Survey Finds Kids 
Make Parents Aware 
of TV Show Sponsors 


New York, May 20—Get the 
kids on your side and you're like- 
ly to sell additional products. 

That this time-tested technique 
still works with modern parents 
is indicated in the results of a re- 
cent Advertest Research study 
covering 750 families in this area. 

Nearly 75% of all parents ques- 
tioned said their children have 
asked them to buy at least the one 
product they’ve seen advertised on 
children’s tv programs. More than 
93% of those asked followed 
through on the kids’ suggestion. 


= The survey further revealed 
that sponsor identification carries 
over from the boys and girls to 
their parents. Asked to name the 
sponsors of the various kid shows 
viewed by their children, many 
were aware of the advertisers on 
programs which they had not 
seen personally but had heard 
about from their children. 

Some 18% of the parents sur- 
veyed characterized the kids’ fare 
on tv as “excellent,” while 25% 
called it “good” and 15% described 
it as “very poor.” Most of them 
saw the need for more educational 
shows for the youngsters. More 
than half singled out “Ding Dong 
Scheol” (seen here on NBC’s 
WNBT) as the best program from 
that standpoint, with “Junior Fro- 
lics”’ (WATV, Newark) = and 
“Howdy Doody” (WNBT) draw- 
ing praise from the parents be- 
cause the children like them. 


Neptune Names Hayes-Endler 

Neptune Furniture Co., Nep- 
tune Storage, and Neptune Furni- 
ture Supermarket, New Rochelle, 
N. Y., have named Hayes-Endler- 
Brown, New York, to handle their 
advertising. 


Blair-TV Elects Davis V. P. 

John W. Davis has been elected 
a v.p. of Blair-TV Inc., New York, 
tv station representative. Mr. Da- 
vis will continue as manager of the 


company’s Chicago office. 


The story of a Tratic Man. « who coulint 
‘see uny difference betwee ees and oatte 


BR yeaa neve stepping @ ket of borer, 
Bow ead coe emybil tems! Ae 
ones? ‘Tikix san dicte’t. Hip Red 


: 
z 
= 
i 
i 
PFLELERS EEETEF EES 


NO SHIPPING CLERK, HE—One of the Chesapeake & Ohio Railway (o.’s series of 
ads glorifying the role of the traffic manager, this spread ran in Business Week, 
Time and Traffic World. Robert Conahay Inc., New York, is the C&O agency. 


While Chessie Is Napping... 


C&0 Builds Traffic Manager's Role 
and Freight Revenue with Ad Series 


By Noel Wical 

CLEVELAND, May 19—While its 
famed Chessie blissfully slurbers, 
Chesapeake & Ohio Railway Co. 
keeps busy awakening important 
people—especially freight custom- 
ers—who seem to like the C&O’s 
advertisements on freight prob- 
lems. 

Since 1952, the railroad has been 
urging top management to open 
its eyes completely to the impor- 
tance of the traffic manager and 
his productive role in the business 
system. 

The “industrial brass have re- 
sponded to the prodding. Many 
have told the C&O that the cam- 
paign, which dramatizes freight 
through the freight expert, is about 
the most important event since 
George Stephenson’s wheezing lo- 
comotive hauled its first load of 
cordwood in the early 1800s. 


ws The freight campaign, now in 
its third year, uses 15% of the 
C&O advertising budget. With al- 
most-monthly ads in Business 
Week, Time and Traffic World, 
plus direct mail, the campaign tells, 
as the original ad promised, “a 
remarkable story about a remark- 
able man,” the traffic manager. 

‘“‘We address the ads to the traf- 
fic manager’s boss,” Arthur S. 
Genet, v.p. in charge of C&O 
traffie, explains. “We ask top man- 
agement to recognize the profes- 
sion of traffic management.” 

Fifteen promotions in New York 
traffic departments resulted direct- 
ly from the ads, the C&O was told 
in one report. 

“By lifting the prestige of the 


Billboard? 
No, Arlene Bored 


MILWAUKEE, May 18—A 
young (29) salesman here 
made news this week 
through his unusual adver- 
tising efforts. 

Robert Brachman has been 
using outdoor signs to woo a 
girl known as Arlene. He 
won’t tell her full name, but 
they had a falling out sever- 
al months ago, and Bob 
rented a sign and put up the 


message, ‘Arlene, what’s 
with you?” 
This and _ several other 


messages seemingly have had 
no effect. The latest is 
“Seriously, folks, Arlene is a 
wonderful gal.” But this will 
be the last. Bob says he 
hasn’t got the kind of income 
to afford $9 a month rental 
and $12 for each change of 
message. 


traffic manager, we win his atten- 
tion,’ Mr. Genet said. “By pro- 
|moting his cause, we win his good 
will, which is bound to help us 
' get more business.” 


w The Chesapeake & Ohio did get 
more business last year—reaching 
‘a net income of $48,100,000 as 
‘against $45,000,000 in 1952. Con- 
|tributing to the boosted earning, 
‘the C&O said, was a record $155,- 
/100,000 from merchandise freight. 
| The line, stretching from Chesa- 
peake Bay to Cincinnati, Chicago, 
Toledo, Detroit and upper Michi- 
gan, is regarded primarily as a 
coal-carrying road. But half of its 
freight volume now comes from 
merchandise, routed by the traffic 
managers, the protagonists in the 
C&O story. 

When calling on these men, C&O 
freight salesmen already have 
“conversation starters,’ Walter D. 
Jackson, advertising manager, said. 
He referred to the provocative ad 
copy, with catchy headlines, such 
as: “Don’t Buy Corn East of Pitts- 
burgh,” explaining savings in ship- 
ping costs made through coopera- 
tion with traffic departments; 
“Where Was Your Traffic Mana- 


(Continued on Page 79) 


Agency Can Deduct 
Loan to Client, U.S. 
Tax Court Decides 


WASHINGTON, May 19—The U. S. 
Tax Court has reversed a ruling 
of the Bureau of Internal Revenue 
which would have prevented 
Stuart Bart, New York agency 
head, from treating as a deduction 
for tax purposes mcre than $7,500 
which he had advanced in an un- 
successful effort to save a client 
who was in financial difficulties. 

Internal Revenue said the loan 
to Physicians Publication Inc., a 
client of Stuart Bart Inc., was a 
non-business debt, because Mr. 
Bart was a stockholder in the pub- 
lication. 


s The court found that other Bart 
clients advertised in the publica- 
tion, and that he advanced nearly 
$15,000 to keep it in business, “to 
hold other clients’ advertising in 
the publication of this one and to 
maintain his credit standing and 
reputation as an_é advertising 
agent.” 

About half this money had been 


failed in 1947. 
The fact that he was a minority 
stockholder in Physicians Publica- 


a non-business one, the court said. 


recovered before the publication | 


FRANKFURT, GERMANY, May 18— 
The German advertising industry 
|held its third postwar congress 
here last week under the general 
theme, “Advertising Benefits the 
| Consumer.” 
| Some 1,200 admen attended the 
meeting. They digested tons of 
printed matter (much of it media 
promotion), drank galions of good 
German beer and—in their more 
serious moments—considered how 
to establish advertising as an im- 
portant economic tool. 

For the rapid economic recovery 
of West Germany—truly fantastic 
to anyone who remembers the war 
damage—has been largely a pro- 
duction triumph. While it has 
benefited from this industrial ex- 
pansion, the advertising industry 
is still rather disorganized, with 
operations far from standardized. 
The volume of advertising is low. 
Many leading manufacturers—such 
as brewers—see no need for it. 
Manufacturers who do believe in 
it find many obstacles to the cre- 
ation of an effective campaign. 


@ The admen are comforted, how- 
ever, by the knowledge that the 
strongly pro-free enterprise gov- 
ernment backs their efforts to the 
hilt. Economic Minister Ludwig Er- 
hard, who may even be classified 
as an advertisingphile, sent his 
personal greetings to the congress. 

Another member of the federal 
government, Dr. Gerd Bucerius, 
addressed the congress and denied 
claims that advertising increases 
the cost of goods. 

“Without advertising, the con- 
sumers’ demands would decrease 
catastrophically,” he declared. 
“Advertising informs consumers, 
increases turnover and thus de- 
creases costs of production and re- 

(Continued on Page 78) 


._ Advertising Needs to Be Advertised, 
~ German, British Admen Decide Again 


BOURNEMOUTH, ENGLAND, May 18 
—Lord Woolton, Minister for Ma- 
terials, set the tone at the year’s 
major advertising gathering in 
Britain with a blunt declaration: 
“The merits of advertising need 
advertising.” 

He was speaking at the opening 
of the 2lst conference of the Ad- 
vertising Assn. of Great Britain, 
attended by a record 920 delegates 
at this English south coast vacation 
resort. 

Other government ministers, 
agency chiefs and _ industrialists 
hammered home the theme that 
advertising must improve its own 
public relations. To this end, the 
association appointed its first in- 
formation officer. 


= His biggest assignment in the 
immediate future is to explode the 
myth circulated by many critics of 
government plans for commercial 
television that advertising men are 
set to corrupt the morals of the 
nation. 

“Your profession has not only 
been condemned, it has been hand- 
icapped by its own temerity,” said 
Lord Woolton, a top business man 
as well as government leader. 

He added, “I notice that some 
prominent advertisers oppose ad- 
vertising on tv because they fear 
it will increase the cost of adver- 
tising. 

“Respectfully, and in all humil- 
ity, I suggest to you that your own 
public relations need looking into 
if you permit the idea to persist 
that advertising increases the cost 
to the public. The idea is prevalent, 
but it is false.” 


s Brian MacCabe took up the 
theme from an agency chief’s point 


(Continued on Page 78) 


“LAKELAND, FLA., May 21—Ad- 
vertising fresh and_ processed 
Florida citrus fruits and juices is 
nothing new for the Florida Citrus 
Commission. 

The state agency has been at the 
job for almost 20 years now. But 
during that time, almost all of the 
advertising has been done in the 
United States, with the exception 
of a small amount of newspaper 
and magazine ads run in Camada 
each year. 

This year, however, a disastrous 
freeze in the citrus industry of 
Spain, which cut that country’s 
production of oranges by more 
than 700,000 tons, caused a serious 
shortage of citrus fruit on the con- 
tinent of Europe. Countries such as 
Holland, Belgium, France and 
West Germany had been receiving 
a large amount of fresh citrus 
from Spain, mainly because of the 
nearness of supplies to markets. 


Florida oranges in Europe in the 
absence of Spanish shipments, a 
delegation from the Florida citrus 
industry urged the Citrus Commis- 
sion to take advantage of it. 

Fresh oranges and grapefruit 
were moving from ports at Jack- 
sonville and Fort Pierce each 
| week. Representatives of several 
|European importers were in the 
|citrus belt traveling from packing 
‘house to packing house trying to 
‘buy fruit properly wrapped and 
/packed for export shipment. 

After meeting with industry 
'members interested in the export 
trade and conferring with one of 
'the European importers, the com- 


‘Thompson Co., to plan a consumer 


s Sensing the opportunity to sell | “7 


Florida Orange Campaign Moves to Europe 
as Frost Bites Spanish Fruit Production 


and trade advertising program in 
Europe, using a $10,000 fund made 
available in March by the state 
agency. 


s Three days later, on March 19, 
suggested copy and art work for 
the proposed ads were air mailed 
to Thompson’s offices in Antwerp, 


AUF DEUTSCH—The Florida Citrus Com- 

mission, via J. Walter Thompson Co., ran 

ads like this in West Germany as importers 

bought the U. S. product after a Spanish 
crop failure. 


Belgium, Rotterdam and Frank- 
furt. On April 7, the first Citrus 
|Commission ad ever to appear in 
a European newspaper ran in five 
| =e newspapers. 


| Trying to spread out $10,000 to 


tion Inc. does not prevent the debt mission’s advertising department|do an adequate job in the trade 
from being a business rather than requested its agency, J. Walter| and consumer press in as complex 


(Continued on Page 6) 
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Rumored Agency Shifts, Promotional 
Activity Add Up to Busy Soap Week 


(Continued from Page 1) permarket, and tell whether they 
wives to make more use of com- use commercial laundry service. 
mercial laundries. | | 

Colgate is credited with origi- # There will be 2,111 awards of | 
nating the idea, but is reluctant to free laundry service. First prize 
disclose details of its part in the will be one year of free laundry 
promotion. American Stores broke | service; ten awards will be for six 
the first ads today in 70 newspa-| months, 100 awards for three 
pers in New Jersey. The Laundry months, and 2,000 awards for two 
Institute refers all inquiries to the | weeks. 
supermarket chain and to Colgate.| The free service will be sup- 

At the Newark office of Ameri- plied by the 100 members of the 
can Stores, AA was told that 130 Laundry Institute. 

Acme supermarkets are partici-| The promotion will run official- 
pating. Each store will have a spe- ly from May 24 through June 5, 
cial aisle display of Colgate prod- and the entries will be collected by | 
ucts. Customers will be invited to the supermarket and forwarded to. 
take an entry blank from the dis- a judging service. The supermarket | 
play and participate in a contest. will use part of its regular weekly | 
No purchase of merchandise is ads in 70 newspapers to promote 
necessary. All participants have to the contest. 

do is to fill in the entry blank, If the promotion is successful 
write ten words or less on why Colgate may undertake to promote 
they like to shop at an Acme su-|the idea naticnally, AA was told. | 


formerly D. A. Schulte Inc., has 
‘acquired all the capital stock of 
'Ford Hopkins Co., a midwestern 


General Stores Acquires 
Ford Hopkins; Plans Merger 
General Stores Corp., New York, 


chain of 53 drug stores and three | 
restaurants. When negotiations be-| 
gan in January, the price was re- 
ported to be $2,800,000. 

Waddill Catchings, chairman of 
General Stores, said the company 
will set up a Chicago division to 
consolidate operations of Ford 
Hopkins and the 23 stcres in the 
Stineway chain, which General! 
Stores purchased last August. 
Acquisition of Ford Hopkins and 
Stineway gives General Stores a 
volume of about $25,000,000 an- 
nually in the Chicago area, ac- 
cording to Mr. Catchings. 


Wiley Joins Knox Reeves 

Val Wiley, formerly assistant ad- 
vertising manager of International 
Milling Co., has joined Knox 
Reeves Advertising Inc., Minne- 
apolis, as assistant merchandising 
manager. 


1,310,000 


IOWA PEOPLE 


read THE 


i oe 


Advertising Age, May 24, 1954 


UHF problems come under Senate | 


scrutiny and high-banders call 
for drastic re-allocation of tv 
channels 
Appliance dealers don’t foresee a 
quick death; instead they pre- 
dict an early end of current 
ee ee 
“Hard sell” has limits, Chicago 
Tribune marketing panelists 
agree; recommend less emphasis 
on price-conscious ads .. . Page 2 
Industrial advertising offers mea- 
ger rewards, therefore attracts 
mediocre talent, p.r. man J. R. 
Wood tells admen 
British and German ad associa- 
tions call for more advertising 
of advertising to overcome con- 
sumer skepticism 
Elephant trunk dispute goes to 
NLRB to decide if the man in- 
side the tv prop is a stage hand 
or a performer 
Agency solicitation inspires point- 
ed comments in an AA editorial 
when an adman’s letter bum- 
raps competitors 
Ad ethics code is adopted by an 
insurance company association 
to eliminate hedging in premium 
and benefit copy Page 16 
Strict traditionalists harm adver- 
tising and are out of touch, Cun- 
ningham & Walsh’s Williams 
tells graduates Page 20 
Canadian football will be telecast 
in U. S. as NBC-TV goes north 
after ABC-TV wins the bid for 
college games Page 24 


Shi ee enee ee ee Oa 


$444 56 
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|Public utilities ads need a strong 


public relations flavor, tv sales 
manager advises admen at PUAA 


DES MOINES SUNDAY 
REGISTER 


(more than 500,000 


copies) 


68.4% Coverage of a Statewide market... 
(all lowa people 15 years of age and older) 


. . . as reported by the Advertising Research Foundation in its first 


statewide audience study of 14 Sunday newspapers circulating in Iowa. 


New York 36, New York. 


For complete facts on where these people live, what 
they earn, what they own, see “A Study of The 
Des Moines Sunday Register Audience in Iowa.” 
For details on how to get your copy, write Adver- 
tising Research Foundation, Inc., 11 West 42nd St., 


THE DES MOINES SUNDAY REGISTER 


...an “A” schedule Newspaper in an “A-1"’ market 
Gardner Cowles, President 


meat rationing and edict limit- 
ing them to one shop ...Page 36 
Customers are boss, and depart- 
ment stores are forgetting it in 
setting hours of business, Jim 
Woolf says Page 53 
Sensational headlines unsupported 
by the small-type copy draw 
fire from the Creative Man’s 


6.44 6 2 ace 2% 3.08 


OONEE 656 60a ck ee ORS Page 56 
Direct sellers don’t worry about 
economic shakeouts because 


they remember that their vol- 
ume rises in such times .Page 60 
“No advertising” theme of Raleigh 
advertising puzzles Canadian 
watcher of the cigaret maker’s 
| tv commercials Page 62 
‘Stop switching agencies is the ad- 
vice given small brewers by 
sales consultant who also advo- 
cates bigger budgets ....Page 64 
‘TV station fights back, uses spots 
urging viewers to demand that 
sponsor continue “Margie,” thus 
cancels cancellation ....Page 68 
|Mr. Industrial Advertising is Keith 
J. Evans of Ryerson, who has 
been in the  business_ since 
| A re an eee Page 69 
Color’s future will be a major 
_ topic at NARTB convention, but 
| discussion of the u.h.f. head- 


| ache is not scheduled ...Page 73 


‘Doctors are swamped by direct 
| mail, pharmaceutical admen are 

told; advised that detail men are 
| welcome 
Sale of tv permits is questioned 

by FCC commissioner, who im- 
plies that FCC regulations need 
overhaul 
(Toni’s first non-hair item, a lip- 


e 


a 


| 


CORVORGION. «cc ccscccss Page 26, stick called Viv, will get na- 
Butcher’s reign ending in Britain tional distribution in August 
as housewives are freed from) with $5,000,000 drive ..Page 77 
REGULAR FEATURES 
Advertising Market Place ....74 Looking at Retail Ads ....... 58 
Along Media Path .......... 42 Merchandising Ideas ........ 68 
Chain Store Sales .......... 42 eee ree 71 
{Coming Conventions ........ 65 Photographic Review ........ 46 
|Creative Man’s Corner ...... 56 Production Tips ............ 58 
|Department Store Sales ...... 67 Ee eee eee 12 
ios pia bay 4 ncn aibuea'n 12 Salesense in Advertising 53 
|Employe Relations .......... 58 This Week in Washington ....75 
Eye and Ear Dept. .......... 56 Voice of the Advertiser ...... 62 
Getting Personal ............ 28 You Ought to Know ......... 69 
(ADVERTISEMENT) 


Here’s a picture of an adver- 
tising agency vice president at 
work. His name is Russell Jones. 
He is only one of our many ac- 
vount men, writers, and artists 
you might bump into almost any- 

| where these days. 

It is a fixed policy that all our 
creative people spend at least one 


The man from Cunningham & Walsh 


... selling gingerbread mix in Stuyvesant Town 


week a year learning about cli- 
ents’ products... by working at 
the point of sale. 

We believe every sale clinched 
across a counter may help clinch 
many more in the advertising 
we create. 

Cunningham & Walsh, Inc., 260 
Madison Ave., New York 16,N. Y. 
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today's HETRU. 


. + - greatest in history! 


@ Customers total 3,350,000 men, women, children. 


* pared 1,350,000 working in stores, offices, factories 
—toaay. 


© Their annual income is close to 7% billion dollars. 
@ They have $1,166,000,000 in bank savings, alone. A 


e There are 1,000,000 car owners— ay ofl 570, 000 hamé-a 4» 
owners. 


a — workers average $89.31 per - week — $2. 18 ls 
our. q 4 «\ ‘ 


© 920,000 families — with average annual mcomes over 
$7, 500. 


e Annual factory output approximates 13 billion dollars. s 


y f 
Figures supplied by Detroit Board of Commerce “ , \ yi 


today's DETROIT 


. the sales-producing medium in the market! 


There are 3 daily and Sunday newspapers in Detroit, but 
only one—THE DETROIT NEWS-—is the sales-producing 
medium. The proof is that THE NEWS carries nearly 
twice as much advertising linage as either of the 
other 2 newspapers! 


Weekday Circulation 443,791 —Sunday Circulation 544,622 ABC 9/30/53 


The Detroit News 


THE HOME NEWSPAPER 


Eastern Office: 110 £. 42nd St., New York 17. * Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 


Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. + Pacific Coast: 785 Market Street, San Francisco, Calif. 
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to increase sales...and decrease costs 


Ralph E. Whiting, General Advertising Man- 
ager, Armour and Company, has this to say 
about newspapers, “It provides us with an 
effective medium for telling our story ex- 
actly where we want it told, and on the day 
we want it told. By coordinating our adver- 
tising with the retail food ads, we not only 
tell the consumer about our product, but 
where it can be purchased, and for how 
much.” 


Published in the interest of all newspapers by 
: Moloney, Regan & Schmitt 
e : Representing Newspapers Only 


: advertise more in newspapers in ’54 


Ralph E. Whiting 
Armour and Company 


(Continued from Page 3) 


small trick. Selection of the news- 
papers in which to advertise pre- 
sented a problem in itself. Atten- 
tion had to be paid to newspapers 
representing labor and _ political 
groups, religious sects and the us- 
ual rural and urban classes with 
which it was more familiar in the 
United States. 

Here is how it was finally de- 
cided to divide up the $10,000: 

In Belgium, a total of $3,500 was 
allotted for consumer advertising 
lin newspapers. This amount 
‘bought four insertions in one 
newspaper in Antwerp, plus four 
insertions in one newspaper and 
three insertions in two other pa- 
pers in Brussels. These four news- 
papers had a total circulation of 
about 719,000. Each ad was about 
three columns wide by 10 inches 
deep, measured by American 
newspapers’ standards. 


A. C. NIELSEN CO. 


reports, by brand detail, 


REATER CLEVELAND is a typical Amer- 

ican Metropolitan Market that is said to 
“know more about itself than any city in the 
. Nation”’. 
os The food store panel which Nielson composed 
- and conducts for us adds something to this. Their 
bi-monthly reports express total County activity 
on an excellent variety of commodity groups. Not 
just fractional highlights, but the full and factual 
sort of report you would expect from Nielsen. 


Consumer sales volumes, and shares of sales, by 
reported brands and “‘all other’’; distribution (also 
determining per cent of stores “‘out of stock’’); 
average sales per store handling; average inven- 
tory per store handling (establishing number of 
months supply); dealer push in terms of displays, 
couponing and deal activity, and many other sales 


available in many commodity classes through 


The Cleveland Plain Dealer 


it is an excellent “Average of the 
Nation” in business, industry and 
population characteristics. 


With Greater Cleveland’s characteristics, plus 
Nielsen reports, where could you find a better 


test market? 


But what of those commodities not reported by 
brand detail, and those not included? They, too, 


reap an almost equal value. 


To have pin-pointed for you those areas and 
those types of stores, where you must win dis- 
tribution and shelf position to expose your prod- 
uct to substantial sales opportunities, is invaluable 
—as a directional influence to your selling and to 
your advertising effort, both for testing and for 


everyday sales. 


THESE REPORTED BY BRAND DETAIL: 


markets as those in Europe was no_ 


CRESMER & WOODWARD, INC. 
New York * Chicago + Detroit + San Francisco * Los Angeles * Atlanta 


influence details. 


These are expressed not only for the total 
County, but also by economic halves of the 
County’s families, and by corporate chain stores 
vs. independents . . . to better define areas of 


sales opportunity. 


: tory date. 


ee 


Tell us now, so we may be sure your brand is among 
those detailed by name at the next available inven- 


CAKE MIXES MARGARINE 

COFFEE SYNTHETIC DETERGENTS 
Regular and Soluble SOAP POWDERS 

PACKAGED NON-FAT DOG FOODS 


DRY MILK Dry Type, Canned Type 


FROZEN: 


Juices * Vegetables « Fruits « Chicken Pies * Beef Pies 
(Reported from retailer purchases and purchase distribution.) 


REPORTED BY “ALL BRANDS COMBINED” ARE: 
Butter * Tea * Cat Foods 


Advertising Age, May 24, 1954 


* Florida Orange Campaign Moves to Europe 
as Frost Bites Spanish Fruit Production 


In the Belgian trade press, five 
journals read by fruit brokers and 
importers got one ad each at a 
total cost of $260 in U. S. funds. 


= In Holland 14 newspapers were 
used in six cities, Amsterdam, Rot- 
terdam, The Hague, Leiden, Dor- 
drecht and Utrecht. Each of the 
Dutch newspapers received two 
ads each. The total cost of the con- 
sumer schedule in Holland was 
$3,500. In addition, one advertise- 
ment was run in three trade jour- 
nals at a cost of $250. 

The circulation of the 14 Dutch 
newspapers ranged from 7,000 to 
150,000 and totaled 888,500. The 
three trade journals had a com- 
bined circulation of 17,300 copies. 

On the advice of G. L. van Gel- 
deren, a Rotterdam citrus import- 
er with whom the commission 
conferred, it was decided to con- 
fine the campaign in West Ger- 
many to the trade press. Two ad- 
vertisements were run in two trade 
journals and one ad was placed in 
two others. The 82,000 circulation 
provided by these four publica- 
tions cost the equivalent of $1,000. 

This accounted for $9,000 of the 
total appropriation, leaving 10%, 
or $1,000, for production of the ads. 


= As yet, no reports have come to 
the commission of the effective- 
ness of the ads, as far as the Euro- 
pean consumers are concerned. 
Reaction from two groups, how- 
ever, was quick and certain. Let- 
ters from other newspapers and 
magazines in Europe anxious to 
carry the ads have arrived in Flor- 
ida. In Florida, citrus processors 
have urged that the commission 
carry on a similar advertising pro- 
gram for processed citrus products. 


I. W. Harper Opens 
‘Old Friends’ Drive 


New York, May 20—Schenley 
Distributors this week launched a 
new campaign for I. W. Harper 
straight Kentucky bourbon whisky. 
The schedule calls for weekly ads 
of varying size in about 200 daily 
newspapers, and monthly ads in 
ten consumer magazines and 12 
business papers. 

Each ad, identified by the I. W. 
Harper bowing man, has as its 
theme “a dividend to old friends 
and an invitation to new ones” to 
enjoy this brand, now available 
not only as 100-proof bottled-in- 
bond, but as a lighter, milder 86- 
procf straight whisky. 

The ten consumer publications 
scheduled include Atlantic Month- 
ly, Ebony, Fortnight, Harper’s, 
Life, Newsweek, The New Yorker, 
Time, Town & Country and Yacht- 
ing. 

Kleppner Co. is the agency. 


Virginia Remaps PR Division 

The Virginia state department of 
conservation and development, 
Richmond, has reorganized its di- 
vision of publicity and _  ad- 
vertising and changed its name to 
division of public relations and ad- 
vertising. F. James Barnes II, di- 
rector of alumni and information 
for the College of William & Mary, 
has been named division head, ef- 
fective June 15. J. Stuart White, 
formerly with Alexander Hudgins 
& Associates, Richmond, has been 
named assistant commissioner of 
this division, which he headed from 
1936 to 1942. George Prince Ar- 
nold, head of the division since 
1942, has assumed lighter division 
duties because of ill health. 


Mandel Co. Appoints Rubin 

Mandel Co., Milwaukee photoen- 
graver and lithographer, has ap- 
pointed Lawrence H. Rubin mana- 
ger of its new Chicago office at 82 
W. Washington Blvd. Mr. Rubin 
formerly was with Buchen Co., 
Chicago. 
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wheels. It’s no easy job selling 


to industry. For any number of people 
can, and do, influence buying. So adver- 
tisers have to talk to them all —to the 
wheels, big and little, who keep industry 
rolling. The one best way to do this is 
through a general magazine. And logic 
demands the one that millions of people, 
from shop foreman to board chairman, 


read and believe in [FRsv=u'th aoe 


a5 % By Robert Grant, Ir. 


most: The Saturday 


eel 


Evening Post. It gets tom 
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the heart of America. ce 
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A CURTIS MAGAZINE 
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‘Air Transportation’ Rates Up 


Air Transportation, New York, | 


will increase its advertising rates 
with the July issue. The increase 
is the first since April, 1947. Cost 
of b&w pages will be $230 as com- 
pared with the current $200 
charge. The boost will not affect 
contracts accepted before June 7. 
Till-forbid insertions will get the 
old rate for the remainder of the 
year. 


Esquire Socks Predicts Sales 


Esquire Socks division of Ches- 
ter H. Roth Co., New Yerk, ex- 
pects a 25% increase in sales vol- 
ume during the coming fall season, 
according to George Guglielmone, 
v.p. and general manager. He told 
the company’s first annual con- 
/vention that sales of the individu- 
ally packaged one-size Expand-o 
|socks would probably reach 300,- 
'000 dozen this fall. 
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equipped to aid in 


SS 


Hot dogs or hors d'oeuvres? 


Our gas and electric kitchens are completely 


food setups by your home economist. 


CHARLES F KUONI STUDIO 
Qibe Proisgraphy- 
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House Listens to 
Pleas of Drys for 
Ban on Liquor Ads 


(Continued from Page 1) 
it good for America or is it bad? 
By and large, Mr. Average Man, 
‘having no profit at stake, says it 
is bad. He would rejoice and be 
exceedingly glad if all liquor ads 
| were cast into some limbo or other 
‘and everlasting darkness. He may 
-want his liquor, but he does not 
want to have the makers and pur- 
‘veyors of alcoholic beverages 
shouting in the market place all 
‘kinds of words praising their 
| wares, and seeking feverishly to 
have more and more people con- 
/sume more and more of the bever- 
ages they brew or vint or distill.” 
| 
= Opponents insisted that the at- 
tack on advertising is merely a 
prelude to a drive for a return of 
prohibition. “This bill should be 
|recognized for what it really is,” 


/ said R. E. Joyce, v.p. of Distilled 


path of orderly sale of alcoholic 
beverages as a step to the return! 


Spirits Institute, “a clever attempt | 
to erect a sizable obstacle in the 


| 


of prohibition by a minority, who, 
if they had their way, would com-| 
pletely prohibit the manufacture 
and sale of the product.” 

Committee members expressed 
concern over the legality of the 
ban and both sides resorted to 
legal argument. Bishop Hammaker 
taunted, “Why are the liquor peo- 
ple so excited at this point? Why 
do they not rest in the assurance 
if the bill should become law that 
they can have it upset in the 
courts.” 


Form Kurnit-Geller 

Norman Geller, formerly art di- 
rectcr at Doyle Dane Bernbach 
Inc., has joined Shepard Kurnit of 
Kurnit Associates in forming a 
new creative art service, Kurnit- 
Geller Associates Inc., New York. 
Mr. Geller is president and cre- 
‘ative director, and Mr. Kurnit is 
'executive art director of the com- 
pany. 


For only 10¢, your brand name, trademark and selling slogan are read—and remembered—1,000 
times when you use NATIONAL Highway Advertising. You get this effective advertising at the 
lowest cost of any mass media because 46,500,000 families drive the American highways fre- 
quently. Accepted methods of computing costs prove you get this low price per net impressions 
when you use NATIONAL maintained Highway Advertising with SCOTCHLITE ® brand reflective 
sheeting. Write today to NATIONAL Advertising Company for details. 


RS SAWP OCD PG £ G.. 
Highway Advertising 


costs only 10¢ per 1000 


net read-remembered impressions! 


Copyright 1954, Notional Advertising 
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NATIONAL HIGHWAY ADVERTISING DELIVERS YOUR MESSAGE TO THE MOST PEOPLE AT THE LOWE 


| NATIONAL f 
Advertising Company [& 


WAUKESHA, WISCONSIN 
A Subsidiary of Minnesota Mining and Manufacturing Company 


19 Sales and Service branches serving the entire nation. 
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Advertising Age, May 24, 1954 


New York Board 
Kills Plan for 


3% Service Tax 


(Continued from Page 1) 
bers, revealed this week that a 
total of $36,265 was collected in 
its recent appeal for funds to com- 
bat the measure (AA, April 19). 

Of this, about $26,000 was spent 
for the full-page “Golden Goose” 
ad which ran in all local newspa- 
pers April 22 (AA, April 26). 
Once the fate of the saies tax is 
decided, any balance remaining in 
the fund will be refunded on a pro 
rata basis. 

Of the money raised, $14,600 was 
contributed by 85 of the 97 Four 
A’s agencies with offices in New 
York. The Four A’s board of direc- 
tors matched this sum with an 
equal contribution from its na- 
tional treasury. Telegrams asking 
contributions according to agency 
size were sent to 392 non-Four A’s 
agencies. Of these, 87 agencies sent 
a total of $7,065. 


PROPOSED TAX DRIVES 
EWELL & THURBER OUT 


New York, May 20—The pro- 
posed 3% sales tax has driven the 
first advertising agency out of the 
city. 

Ewell & Thurber, 33-year old 
agency billing more than $9,000,- 
000 in 1953, announced today that 
it is closing down its eight-year 
old New York office and will open 
in the 56 Grand St. Bldg. in White 
Plains, July 1. 

“The reason for our move to 
White Plains is simple and clear- 
cut,” exec. v.p. Hal H. Thurber 
explained. “It’s being done because 
of the threat of the 3% sales tax 
on advertising agency service. 
Such a tax would make it impos- 
sible for us to operate in New 
York. 

“That’s why we’re leaving town.” 


a Steve Mudge, agency v.p., added 
that in White Plains, less than 
30 miles to the north, Ewell & 
Thurber would not only escape the 
3% tax but “we'll also be near 
many other important business 
firms which have recently moved 
to that area.” 

The agency’s New York office 
does not bill any specific account 
but it has been doing a consider- 
able amount of contact work along 
the East Coast for its Willys 
Motors and Yellowstone Distil- 
leries accounts. It has six em- 
ployes here. Other offices are in 
Toledo, Chicago and Hollywood. 


Burnett Agency 
Resigns American 
Meat Instituie 


(Continued from Page 1) 
agencies are not in the running for 
the Armour account, because they 
are already handling advertising 
for either a rival meat packer or a 
dairy products acccurit. These in- 
clude (with the account in paren- 
theses) : 

Batten, Barton, Durstine & Os- 
born (Hormel); McCann-Erickson 
(Swift); J. Walter Thompson Co. 
(Swift and Kraft); Young & Rubi- 
cam (Cudahy); Needham, Louis & 
Brorby (Wilson and Kraft); Earle 
Ludgin & Co. (Rath Packing); N. 
W. Ayer & Son (John Morrell and 
National Dairy). 

If Armour splits its account 
along strict dairy-in-one-group 
and meats-in-another lines (as it 
has indicated it might) then some 
of the above named agencies might 
be eligible for part of the account. 
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Leading fishing line manufacturers 


see no recession in sight, 


expect sales to soar in ’54! 


a ————// 


“...@ rising overall sales curve, with regular items 
holding last year’s level, plus the biggest boom since 
nylon with new Ashaway Dacron lines,” 

report Julian T. Crandall, President, 


and L. R. Crandall, Sec’y. & Treas, 
Ashaway Line & Twine Mfg. Co. 


More men spend more time fishing and hunting 


than in any other leisure activity 
AND 


SPORTS AFIELD, with its six Sports Afield annuals, 
provides more fishing and hunting service than any 


other outdoor publication. 


“I believe that since fishing licenses have shown 
another substantial increase again this past year, that 
there is no doubt that the aggressive tackle dealer will 
enjoy a better year in 1954,” 


writes Robert E. O'Connell, President, 
Newton Line Company, Inc. 


SPORTS AFIELD 


THE AUTHORITY FOR FISHING AND HUNTING 


“Our shipments are ahead of last year and we're still on 
two shifts,” 


says J. K. Dougherty, Vice-President of 
B. F. Gladding & Co., Inc. 


“Recession ? What Recession ?” 


adds E. P. Hoyle, Vice President and 
General Sales Manager, 
Cortland Line Company, Inc. 


A Hearst Magazine 
959 Eighth Avenue, New York 19, N. Y. 
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S AT THE RECORD 


—one more example of the impact of Newsweek’s 
editorial teamwork on the nation’s thought 


TSE Rr ee Se Rat CeO he Se ee 
SORES Rae Se 9 RS ais a eS 


WE QUOTE from The Congressional Record, March 30 last. 


THE SPEAKER: Stuart Symington, Senator from Missouri and former Secretary of the Air Force. 
THE OCCASION: A debate in the Senate. 


Mr. Symington said: ‘‘...With respect to the Soviet situation I have quite 
considerable knowledge about it because I have been reading Newsweek ... The 
reason I mentioned Newsweek was that it published an especially edifying article 
last week... I learned many things from that article...” 


ONE OF MANY INSTANCES 


How is it possible for Newsweek—or any magazine—to inform so well- 
informed a man as Mr. Symington? 


The answer is found in the Newsweek editorial team, bringing to bear 
on any news subject the combined talents of a whole corps of news 


authorities representing unmatched experience in the profession of 
news interpretation. 


The article referred to by Mr. Symington, for instance, was uncovered 
and researched by Newsweek’s Washington bureau...then written by 
Newsweek’s headquarters staff with the full benefit of the information 
sources and trendwise knowledge of Newsweek’s National Affairs and 


International editors. 
In similar fashion, the Newsweek editorial team covers the news, uncov- 
ers the significance, of all major events... tells not alone what has hap- 
pened, but why, and what is most likely to happen in consequence. 


Newsweek’s circulation, currently at a record 
one million, gives evidence of the authority 
and integrity with which this vital assign- 
ment is carried out. 


Its quality, too, is indicative. More than nine 
tenths of the Newsweek circulation is among 


people of consequence in business, industry, 
the professions and government. 


The Magazine of News Significance 
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The Ultimate in Solicitations 


“We have never obtained a new client who wasn't paying far, far 
sometimes double what they 
should have paid,” the letter begins. And it goes on: 

“Frankly, there are only three ways in which this condition can 
arise: (1) Our predecessor agency was inexperienced; (2) he was 
stupid when it came to handling the mechanical production that 
makes ads, or (3) he was dishonest.” 

What are we quoting from? A form letter that professes to be a 
solicitation for accounts, on the letterhead of Cahall Advertising 
Agency, Philadelphia. Listen to some mcre of the Cahall brand of 
account solicitation, from the same letter: 

“We just obtained a new client whose former agency had been 
making up ads that cost more than double what they should have... 
Not too long ago we obtained a new client who was really being 
taken . . . This advertiser’s agency had been buying a square tint 
block which wculdn’t cost more than $5. Then he’d print the tint 
block in red and then print black type over the red tint block. He 
would then charge the client $75 for the two-color plate. That rat got 
rich durimg the war on such tactics... 

“‘We’ve found in this ulcerated business, there is no substitute for 
honesty or experience. The average life of an advertising account 
is supposed to be two years. With us it’s more than ten years. 

“Another way we save our client’s money is by making really 
strong ads so they don’t need to run so many of them... If you 
want honest, experienced advertising assistance, please get in touch 
with us.” 

You don’t like it? You have some doubts about selling agency 
service in this manner? Mr. Cahall’s letter has an answer for you, 
too. To wit: 

“You probably wonder why we ccndemn our own profession. You 
would, too. Even a barber has to pass a state examination, but any- 
body can hang out a shingle and become an advertising agency. 
I doubt if 50% of the agencies in Philly are thorcughly experienced. 
It is a lousy condition.” 

Mr. Cahall, brother, you said a mouthful. It’s a lousy condition. 
And you ain’t helping to make it any less lousy with form letters 
like that. 


It's Busting Out All Over 


This writer of inescapable, if not deathless, prose has recently been 
touring some of the western states in line of duty. 

This mildly uninteresting fact is chronicled here only to make an 
observation—cne that seems particularly important in view of the 
concern expressed in some circles as to where the U. S. economy 
may be headed. 

The West, we can report, is busting out all over. Business reports 
in this section, as elsewhere, currently reflect a bit of concern, and 
even an cccasional spot of gloom. But any visitor who had the good 
sense not to talk to anyone, and to gather his impressions with his 
own eyes, would come away with the feeling that people are moving 
in, and factories, roads, utility plants, houses and office buildings are 
literally bursting into bloom all over the West and Southwest. ; 

If there has been a building or an engineering construction decline 
in those states, one can only wonder what the countryside looked like 
when the building boom was in full swing. More and more good 
farming land is being torn up for factories and housing projects, more 
and more old-timers are worried about the never-ending hordes of 
people and businesses and industries which are invading towns and 
cities which were once—and not too long ago—quiet and peaceful. 

You wonder, just a little, whether the area may not be going tco 
far too fast, with something of a digestion job scheduled for some 
later date. But right now, it’s busting out all over. 


“If | were you, I’d just lay low 


until the whole ad blows over.” 


What They're Saying 


Recently I made a highly re-| 
vealing study of three cigaret, 
package designs brought out with-| 
in the past two years by three top| 
companies. The introduction of| 
these new products was, I am sure, | 
the most important work they had) 
to do during this period. Yet only | 
one package barely passed the test} 
of even the simplest fundamentals | 
of “salespackaging.” How could) 
this happen? The answer must be_ 
that the top men in management | 
have not yet taken the interest in 
packaging that comparable execu- 
tives in the food and drug fields) 
have been giving it for years. 

Who made these mediocre pack-. 
ages? Guessing again, I believe | 
they were probably aimlessly 
chosen from dozens of designs 
dreamed up by “artists.” Artists, 
yes. Merchandising men, no! Until 
management takes packaging ser- 
iously, until it recognizes that per- 
sonal tastes are relatively unim- 
portant, it will continue to run the 
risk of failure and loss of position 
in the industry—all of which can 
happen unless management calls 
upon the many fine packaging con- 
sultants available today who are 
merchandising men first and 


“package designers” second. 


—Edward Gustave Jacobsson, mer- 
chandising and packaging consult- 
ant, before Associated Tobacco Man- 
ufacturers, Hot Springs, Va. 


Hold That Mannequin 

The art of commercial advertis- 
ing in a Communist country is 
based on principles rather differ- 
ent from those in a free country. 
A young man who took a course 
in window display design before 
he left Czechoslovakia described 
these principles as they were 
taught in his classes: 

1. A shop window should dis- 
play only those goods which are 
“in demand by the people,” i.e., 
which are utilitarian, and will 
therefore catch the eye of the 
passer-by. 

2. Interest should be attracted 
by a central motif, preferably po- 
litical. A poster illustrating one of 
the current government propagan- 
da themes—if possible, related to 


Merchandising Comes First | 


3. Bourgeois methods of display 
should be avoided. For example, a 
hand wearing a glove does not be- 
long in a Socialist display. Such a 
hand appears never to have 
worked, implying that it is pos- 
sible to live without working. Sim- 


ilarly, moving mannequins who]. 


nod their heads are non-Socialist 
—‘‘would any worker have the 
time for such unnecessary ges- 
tures? This kind of advertisement 
is effective only in the capitalist 
world, where unproductive work 
is rated above productive...” 

4. Window lighting is frowned 
upon. “It wastes electricity needed 
for the factories, and distracts peo- 
ple on their way to work or meet- 
ae 

5. The display must stimulate 
interest in the work process which 
went into the merchandise. Aside 
from the political poster, it is ad- 
visable to show a picture of the 
factory which produced the mer- 
chandise or a picture of the worker 
working on the item. 


—From ‘‘News From Behind the Iron 
Curtain,” published monthly by the 
Free Europe Committee, operator of 
Radio Free Europe. 


TV and Church Attendance 

As to church broadcasts I have 
not heard any serious challenge 
that they cut into church attend- 
ance. This, as you know, has been 
a complaint in other fields—no- 
tably sports. But it has been 
found that where there are strong 
attractions, television can build 
attendance rather than reduce 
it. I think this can be true of 
church attendance—that a dynam- 
ic preacher and a good choir pre- 
sented on television will stimulate 
interest in attending services in 
person. 

But failing the discovery of a 
modern John Wesley, a church 
service should probably be con- 
sidered primarily for local broad- 
casts to serve shut-ins and to 
acquaint the uninitiated with doc- 


trines of a particular denomination. 
—J. T. Van Volkenburg, president of 
CBS Television, before the National 
Council of Churches of Christ. 


The Coming Thing 
Precooked frozen foods seem on 


the nearest Communist commem- 
oration or holiday—is desirable. 
This attracts the attention of those 
who oppose the regime as well as 


\its followers. It should also arouse 
the curiosity of those who are “in-| 


different.” 


the threshold of the most import- 
,ant sales and profit potentials yet 
|to be exploited. Just three items, 
\for example, show an increase of 
'131% during the last six months 
|over the previous six months. 


—Reports to Retailers, in NARGUS 
; Bulletin, May issue. 
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Rough Proofs 


Gladys the beautiful receptionist 
says she sees Canadian football 
will be telecast next fall, and with 
twelve men on each team she sup- 
poses we'll see a lot more of the 
man in motion. 


The NARTB is working on a 
new plan for television research, 
but hasn’t indicated as yet whether 
the Toledo water measurement 
idea will be utilized. 


Now that the McCarty Co. is the 
agency for the Potato Advisory 
Board, consumers will no doubt 
find out whether it advises the 
use of baked, Frencu fried or 
hashed brown. 


Restaurants agree that a pleasant: 
environment is as important as 
good food in attracting customers. 
And pretty waitresses are often an 
important part of the environment. 


Time Inc.’s new weekly is in- 
tended ‘“‘to heighten our enjoyment 
of the wonderful world we play 
in.” And it may be almost as ex- 
citing as the promise “to see life, 
to see the world, to eye-witness 
great events.” 


Panama City, Fla., found that 
by spending $9,000 for advertising 
it was able to increase its tourist 
business $500,000. 

You should hear a lot more 
about Panama City. 


“The March of Time,” once a 
mighty feature of the movies, has 
been discontinued. 

Time marches on. 


A musical instrument manufac- 
turer looking for a promotion man 
makes the interesting suggestion, 
“interest in music helpful.” That’s 
right—even a grocery salesman 
should be interested in eating. 


a 


“What makes a great advertis- 
ing man?” asks a classified adver- 
tiser. Just the ability to find out 
what it is that starts the cash reg- 
isters ringing. 


With a steel pin in his collar- 
bone, Ted Williams got eight hits 
out of nine times at bat in a recent 
double-header. A lot of major 
league managers will be looking 
around for his make of steel pins. 


“Jewelers unhappy with watch 
price cuts,” reports the world’s 
greatest advertising journal. They’d 
have been happier if the cuts had 
been announced after all those 
June graduates had been taken 
care of. 


After twenty years’ research, 
Hills Bros. will bring out its ver- 
sion of instant coffee. 

It will be instant if not instan- 
taneous. 
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Greater dollar volume 
for stores in 


DELAWARE VALLEY, U.S.A. 


Sales per family in Delaware 
Valley's general merchandise 


For countless thousands of families in Dela- Reader loyalty to THE INQUIRER—and its 
ware Valley, U.S.A., shopping begins over advertisers—has made THE INQUIRER Phil- 
steaming cups of breakfast coffee. Their invari- | adelphia’s FIRST newspaper. FIRST in national 
able shopping guide is THE INQUIRER. advertising, retail advertising, classified advertis- 


Bargains are noted... brands are picked... ing and total advertising. To reach shoppers in stoves and thet tachedes 
and soon busy merchants are satisfying the Delaware Valley; to make them reach for department stores) are 
demands of Inquirer readers. your brand, schedule THE INQUIRER first. 19% higher than the 


national family average. 


The Philadelphia Pnquirer 


The Voice of Delaware Valley, U.S.A. 


a 
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Exclusive Advertising Representatives: West Coast Representatives: 
a NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK & CHAMBERLIN FITZPATRICK & CHAMBERLIN 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bldg. 155 Montgomery St. 1127 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Michigan 0259 


Pes, fe ee ee = - DE NT EH the hot DS oh = Othe? leer ae +> ee tt, ree Sas Be ae eh As “1 = Re fay eioy 4 MT. t oe A) Seed Pe EY 24 POLO ee” yer a DE age? oe ea bee ~—' 2 * “t eee 
NE Se Sark, ge are eat oY i £ Airs eet ieee ae ~ ph ee ig £ Sec? SR adh treet giclee pe %, me aks Sk Chdteh : eae bai 0 ENS Pore ge ee piece Rha Cie ai teen a at De a Oe eae M2 aa a aN ete ht Nes Si ieee AI take Pir 
Wore gin ; . i Pe pe My ile ale eee 9 Fok cok Ne LEMUR yeh) ae Oe Ete Cee SPT Dee tice: Grey) 2S ie tok GENRE RAR 2 Alain ae ke Meee 1 SRN cy oe Eta cite on, le iat Vi oP aN ge Ape aatpemeies ae rh Spt) Ty Rae eae Toke va 
ree GAS ~ ok aoe jcenteseal Re ieee hen Pe ee ay, Spe he, el pe yee ae Se bike ans. i Ord se Sch Piha Big eae: ae ee ok ares) Cee Ne Party ees <a aa panes a ee Oe au Aes Ree : pos Scan Na aS 
nha Sega GTI 0 cs 5 a a ole Reger en Sa ait ga” Ne oe. Saeed NGS ota Og MOO ae ae RRR Carat Seem, SIE Ns co US yes ea ee : Re Ringe Syonere eo yest aa te ee a Bet asad No ates Y ret ese a 2 ; OES RRS Soe ais i ie 
DE OTS oe aan ce ne Cat ore) Gi ON RE PRR Seago? Se Perse ayy eee wa ages PR Set gale ame Ba CN ed : eae Speier te dat ® ae Re bj eee a! SM eae sO 1 Sate a Raita aa Bec Se ae sg 
Pasting o $ i 4 * ) 
ee ee. * ss 
eee face: Ae Fong: 
oad oo te 
i ae ice 
as eat os i 
=! prey * ~ 
‘ae hie ear 
=) Pay : 
‘ 
“2 
: ‘ ee 
hae 
re oe ] 2 
eae ; * ee 
a% ; = 
ae ‘ +e 
coe : es : 2 > Se Bet: So : % a . i a j Ss RS ‘ : 
ata a re: 3 Cae oS. a Bee ae ae : Ss = a :: os : : 
» = SEM, ae Jae - as oe 3 Pea : ae = : oe : 4 ee : BSS AON 
: —e ae : oa a 3 3 Pe © a o — ee kk ., q 2s : SSR RES 
$ oo Sh RRR eet Sanh Re . SS A SS ec ER TU a Se ° BRS SS OS A 
ew Sem 3 oe ee eS a ee a a * SS Gees Bo. SSR RAS RCS 
Sees ee Suet Naa re < Bre 5°" ed ae % Reto = . SS fe ook Sees \ a : % Bs . 2 ee Ses 3 . es EEA : ee SES = SSN 
og ee ree co Se ee - PS i ae - ee, . a > ' ie SEURS Ss : 
GOR oS URE Et a ee a aS a ee a ee ? [Sa com 3 BOSSE Se OE RES 
SER ie pe: a fe: * oe es ae — Ge F =. & . = esa : B SOR SS SES 
se as Sens a eee: a % Sees ae Bee a a . Se Se a es a Be ea = Sa ae BRR RR eS SARS AES 
Re SS ie Ree . 3 ae a oS a a ee ww Seda ee Se ; me. SSE SESS Se ee 
ke ee on Se oA ~ ae a Se ae Me 
VE ee eee i a SS ae is = Se ee ae x 2 =< —w r Ss BOSE er SS 
ee Fs Se Sc ae . a as es ae ee ee OE ae SS  < Bea E Sane a a 
3 SS St aaa Sass te: Bes ae Se = ae ayes a a SS ae a " ee = Bh a ° ‘ aan a © EE ES RE nS a Soe 
ee Cee es. lll”! ee a eee >. '. : eee Pee Ss Se BRS AR es 8 See 
% ~ eerie Sctae tae aS So a oe {a ao a OR . aie es Bm SRG SSeS cs 
ee ee a Se a i a ee oe — ae a —(iti—Ctit a = ‘ Sis ee a 7 
Pre ete Seat eae a Saas : > OE ne Rae eS a % BS, ae acs a Se Be BS RAG Soe GS 7 
r a eee i cs ee ee a aa fae OS eS sa 3 eA ek ae 
me os Pom S St : oe i sa = : eS ee . 3 be = 4 % ioe ae ee ‘ . res ae | ae ak rR ee big 
; ae Sikes cen eS Si eee — ee ll ee oe Se : eo. -. Se : . BE ORE ass Se NS ea a ee ee 
ae = Xk pene eo Pe eee ee a i te ee ey = ee ae a = a ae ee See a > — a eee & es : Re = < ee : Re eee 
i. ioe Re Ae OR os -_ : % ee: Mees eS ORR ee eS << Se = 3 SRS Me | RS RN oh as a ees ieee 
eee. a ae oe el itll eres See - . eee a SS Se . aS ‘ : rs ‘ «ee ae aes SEES SS. eee 
“OSE acae oC eg ts Se a Se : Bee |) Ss Bets oa ee er se ee ao < SS ag SS stn tute . . . “ie 
aa. Ps CD El—<aCeESESS CC Ue — a Ps Ee. Pe 
is ellie ee eee —— — ia oo. : 
ae ee i i ee ee oe ee — eck. . ) ee Se Fo ae oe Geis ees: us aoe ae eRe Seger hoes 
‘alae oes ae se ete Receirarc: S > a Be aS ss paiement are: SS FO “S oo 3 # = — Be: Se oe Sate Me 
ean eae gee Pe Re SS ae Sathee ee, Sp eS a «ie S : Sees : Ronee 
a a er-r.rlll _—l Ee hm e.hmhlU ee ttttetsti‘“‘“‘ lL — os ee... dais 
ia aes oe eee. i SM - Page Sais er j Ce § — : <.... ee ee rl 
a 3 ies ee 4 3 oe a i a ae es es : ae! is 8 So a Be cece cc trees ck She RR a / Aes 
> pe aN OT fee Sas RES eae see RS eae eee Bok, aa : a —— Pe : Sa Beteap pore agitet Sc np rh“ ua ne CR ny Taare 
or Cpe am Be oe Ris yy 3 ieee ae ee pe sg : Re : ce ae :: Eo ae og os ay | a a 3 Se. Be Uk Sy i Senge ak hee Sanne ee Sg. aN sy 
Be rua a aT Sa a Bee Re ugtia see ee ee ae gw rl ae ; “Bee. Bes Fe Hay : i ie: is 
re ire eae 2 ee Seas Been ESTs ae sae > oe $ RS Sa err sae eS nn ee, A oe x “ $ St Tenet Ser 3 x lala 
Big xe= seen oe ote ee se ae ae ii. Saar ae a ae. es | Ul ‘ sau tateel Pe Re eS es gears 
Z . i i i ellttts=~=< Sl lL —=*e lle - 4 ee a eee pee 
* ae Pr 3 ee eee eS a oo c ee oe oe “ae % f : = “Se Bae eee ok SE soe 
ky eee ae Se ae a a oe oe — ee ear. . : : = RR as eee 
See Sy co ’ : oor ae eS ae Seer . ar ae CS an eee ’ : eG See LRU RSS EROS ecto 
Le : es a : oe. a 2  s ell a. ae 4 Pa mt. ks NERA es Se tere ee 
Per Pat} 3 ; F x organ aa | Ss ——— sees 4 Ss Be See cae : Brest an Css cc ee Se ee E xia SESS ae te nae he 
ate ay aS Set es ee a ae a i ee ee = 3 al ‘ si RRR Ra cae tenn ice ema pare err 
sc Seer Nae RE Pace a sae Sty Se = a 3 i oa ae ae Ee ee ae eee ss cs Sa ESSE PSD Ae RRNA RCE Sons GO ci aa ee 
eet ms he* ee SR ee AES a ane Re =. ae bee Se Bee ure Me op ae i oo oa PS Be E x Ros 3 3 Bie Se af Ae OS ENT Meet obec Sse oh RY aaa 
eee Pe ee ee we I ee eet é ge ee OR ee eee: mee 
REA eat Pe ee re 4 aoe se =. a eee ee Bt: Se : , 2 ees Pe eee OS ERS , Rive 
ee sled Cee os cacasmagages. ae eee oy x See ee Be tae a t aot . a : saunter te, oe ane : BS Be DR Oe ea Caste Se nag as SP aioe eas 
be ane Bee eS * eo Pe Yoo Se ae a pee he "eo. Ck a sista 8 ae 3 ion a = Bee es Re a ee Rene ee 
eee cae ee oN fe % ats ie a Or ee ee re. a eae : : Be | sa eS isk A ee er ya 
eos 2 ot, > ea eee ee ee ee ae a ae ‘SS oe bet ‘ie: i 3 eee ee ee Lae ‘ioe 
Gh ees RE oe Sea OSS RR a ? FOR = So nae ea Be saute Bg : : a ee s Sd 21 ee eS EES Oy # % ss 
ie bs se Cee ‘ oe Soke ee ga Bee : ae eS See See Re ae % ee ee SE RS ° 3 og cg “Aa & gtd Bee rcsae 
Saas eee SS ee ge ES a ae ee ee ee oe ae . 3 ae ak aoe = a sa bs Bae ger ah Renae 
cae ; es a 202 eo ge ee ss oS * a ea 4 Ny a re q amr aE SP ‘ : ss ¥ 
- a ms . ee eS ——_ pat aaa ? : ‘ ‘ oo ee a = ae Sa, ee ee 
a - : Pe Se Og «ee ee — , | — =< 
eee = oe : - Pe es 7 er ee ee. A 8. : s <r gaa howe 
4 ; sea % ey, se aa Bie: ee 6 3 ee ae I ae Baa ane te ee «Se aia P es oe 33 ome. oe 
ane re Hess ao): eed itemise eae PRS ee ae ie RR. ates, a ae Bee ae > ate ee % eee. : : 
eee eo Pe gic ae comets iil ss aS ein Cats aera amr te cae he” aaa ii ee Se a 
Shenae 2 3 RR Ot Sh a ei Es eee SS Ne a i as ee ee se ees aa : 
: ¢ os xa ee AS oe a a kf ie , : Rs BS a. oe Sees b4 “y ‘se : ee ee i 
: es ee Peer a <a ee. ee ee Ee Se Eee : SEE RC EE 5 ic 
By) 3 es : ¢ “Si. Berens eae Se saath a 2 Sie il es ts s Sa a ae = eg = bi x eed Be iii ie . ; % x i 
-. tan Se eee % < 3 Re pee: OM ee Sa Se coe oii SNS ae ETE aa a a oe " e - SaaS = oe i aps te 
Se SSBRS Eig Oa, aa y Ss gl eg Sere = Se. ae eae ae a ee ee : Be Bea Bee hee ; : 
ag 3 3 4 as: ne : Behe ae eS eo ee =a Pi, Cs : Ps Pc ae eae <3 Bee sae & met 
ee : : a : ee be: i ‘ - pi age oe & eS f : pcs as : 
‘ a kane : . ee igre eg 4 ae 4 ra Be cee Y 
» ‘ mr ie : Se ee My tet) eee = id © = a = ee Bee ee ee ee 1 OR Rene re es 
bs : shai cy ee.  — «(32 ()).). aire | — Ss aeeeeeies e. e 4 seas a ps ea bea, rks : cece 
St ae : gee Pg ree ans Oe ay c - oe Teer eile a ces ee OS ee ene — sh oo a Sagi 
es eas os ko a ee ae & aa ae begs ¢ He a Pd Sa Bees ff hae # — : iy - 
aes Re Bs Bae eM ek St a ee 2 er ae 4 8 ia ae Sar 
: Aen ag ee te ae ee Diets i ear eee os ah 4 ie: — oe ff a % pee al le hia eee ee : : 
SE yet ‘ ee ea be es é Rot es on 22 2 i ips be. ae = ee ed af ae Ps i Bay “th a Bw oF ae ae ea eon ees 
ae : 5 pers Opie ili = : BA cays ea ee i So a ef e ? fe 7 ae i ee saa is i es i ay ae \ WR ae ey ae 
: ‘ ee eee ok ee et «a ee eo ae ; 2: $e § ee. b | i oe | =a F j Pe) 2 6 gs sae noe Ee 
GiB pha Ba rs Sa) oa ae a eer oo : a Pee] sige I RI peters mene eS Ag ay hry 
eee a Ee oe oO . pe tes ee fees eee 2 Po | fg dS Be. Bee be ee < ee a Rd es ‘ ee ae ee BSR ey ee roe) 
Ds a gi eee =! Se ae Pag oR Pe ee ee 2 a ee PREIS es See St ee See Wg REI ee ae ee 
Beas oe 7 * ee ad a SS oe ee ee a See og . if 8 i) fa Ss ie bie F ee as eee 4 | eight i °: - cue 
: oer b> eae Rene Bamecrerins “ oa ae eg 3 ae ee ae @ po ft §. se ae Ss x Re Soe Seca Species snot eos: am . $ 
ery eit 2) Se a se ee oo) eee eae a if &. # c Be a : ; Barrer" 
Se! ae % eee a Bi a A pS ae Be ee = Sa Be a ae ieee Ss Bes . es Bee SS i ee S a Bee Serum Ser ets : * ie 
N Re ee serge tae Bea 8 es ae . SS s 2 ae Sa eee 3 Ras: Se is “ bi. Se ag eee ae ae © 3 Z zs heer 
et ot Rei ees fe CCC ae | ee ae :  @$% ; ' 4 i & P Fao. Yt 3 Fae ee apes ee — Ror ag eet ee Ft ge 
ie ae ee ee ee Se re oS = See ff ee  3e' 3 ae = é # = ~ if St a ae Ay te 
SUS vente ; oe ME ag Se Reis co § Se eo ee: ee ss Se fe ° z Caro. 2 | Be ‘ as Fat ae 
z gen aa A Se Bea, os ‘Sg a hey Se &: 225 ee ae ee ec aa a te OS Bae — ’ 2 S| ee ky | é ak 2 are 
“ut : 2 =a Ser eee . 2 ae pea eee Se RS $2 3 By es See SS i? 24 Pe Besser Gene BA ae : DS: ¢ jee 
(pt ay Oi Sige aig = &e ee > a. = ae a pees eo ee ae i | Same a eS i : eS ce F = bal $ $ a ae see a ee he ND oS tee ee Dats as 
Se eeakeeg ee hs ; ee Ce | oe eae Pir jive as i ae Bs @: - * Sa Sie . Sees aes ; ass 
Seen Sais i Sh a es eg SC Seen ae eS Re gs > 3 See a ae 3 ply “SS ae % Beescris S ; % ei ee 
lek % ig ca Re eae Be = a ee eS ee ae tC Se ae + = i j ae re See ‘ * i & a 7, eee {Ae eae eck si se 
ieee Ce  sts—“‘_SS OR tsC~—“‘<;CSSC 1: ae ‘ oy a. Se ae ee rae 
i ata ae a ge SONS OR 8 ae a Cl ee mee ee $2 4 eS 3 ok ae Rittase es bass LS ee emer by Bee : Lh se 
2A ana i. : ie OR PE : ree : § $29 fe SMES. ? ; : a ‘ Be. OE = erage Reece 
BEE BEES Gs $e  e —. ££. ees . ae : Ef ae 3 ; : 2 ate Bi it f(r Pe So ae SSS 8 : ee 
SP Woh ae ee ee Pee sg es b eae 2 Pe es j * ei) Fe <a oe ee Me IR Sota 
MEE ae ees een: ot Se Sag ee ee Reo = See fe «=e eee es ae eae se - 2? Eye es mie: Bee Si ee y nS ils 
zc iie sc a Ra a aaa eae Be. (lS = es ee e3 c: oom ; Se a ee a saan RX : See ae a aie 
Eeablet 4° ie, aa eS oe ee Se, i Beare 2 a 5 gees gee > : i : See a ae sk ae i SS ar ove Spare iets 
<a es en 3 Bet ee I : SS i : H uke tee . Bi al : ae Ba! bate ; 
ONE . : és a 2 . 2 ae a —- a = : 2 ee or ‘ 
c Se rs ee j cee FS 3 te ed 7a re oe : Pept a Ee os RR er: ae 3 Se 
Eee Bs : : ESF ee epee S 25 ae OS See ee as ne, EE iii bak guise’ eee 
; ee ; ae ok ae 3 Se 3, eed feo sf S : es a a sn Cb EO ee ; 3 
2a : See So eee - oad i 2 eae : ? ers? > : a: Bee Bese 3 7 SE aes SS eg hal é 
ee : oe 825 Sed : eS aes = 3 ig i. Fee Pas 4 Beis ee ie Seteireonnecs ; : J Wie tiie. Sa 
; é + 2 < Z- = 2% « Se SS iii: $23 ek a = Nba Daal a. 2 a ton I 
Ee LS # ie : Loo eS : «Fear ic 3 3 . et er ot ira wk aba 
ee : ea i Se, | aa ea oS eae Re Se a coi cary ae ie q - ° pee a i ee a apa ig sa — : 9 germs 
: Ps ee Sea aie Hea ‘ ba Se : Pi # ip: =f # 3 ae ‘= = <8 Se a eae 3 > a ‘ r ee eg, ame 3 oe ‘ beats a kc See 4 ae ive 
ne ea ‘ ae Piece SS nos. ae ae ee: : i . F j ; 3 oe ae : ee cS ad F ; be gi ; UE ii i iii aes ees ; 
ae 2 ee ae eae nae eae ae ae |. i , eae gi ty F r , # 3 i Pe ae CE —_—— ; 
Peg ee ’ . : 3 eM é rane : ——— — Wii Pf Sarak 3 ee : ® ‘ : a ee ae aes 4 ae TIA ee oe 
; f $ Ps cee Cea ie # ; Poi: ea * 2 ea 3 , % Ht ee 2 ae eo es Bit <i 
i - 4 Bi apes Soe, Weta ‘ARR: 5 Re Nia mati age) a F ‘ 3 x Sees ae ee = : 4 # re 33 sone as ee 4 ae RE ie ee 
ee Ai Fa pe ok Tg itt 3 / # ; See 2 abeieeeilaeae WEE : s : rad ts ee eee Log pee , grea 
ws oi: Ee eae (ae re ae Fi a ie Aone oe > ‘ if oo ae &4 eee ee eee fe 7" BE Aton 
ag = anil ry re oe ae Feiner > ae >. F d ‘7g 3 i Pt phe # ’ Bg 5a ee ae Be oe: oo ne ae. ee isa as 
Rect ie Pe gi - a eae — é i pie te ssiaaiteae a2 mm! | ee "i é Ye m Fg re old i ae Mee 
SS SRE aS SAS oe a ae aes . ~ ML in Toa Fev ue >. (a sell og F § ; Be. ere 3 bee fa & .-  —_—— isd Reis t= fi sae 
pro ie ee 2 Koren on pikes pant ——— a ee z s cat iy 3 e Fa ti * 2 ae ie ot : eer. : ne 
AO: ae eee =< Scena : (eS eee nance a ee iy a ® ¥ ; F . aa $ ee ; I ic 
=a ee ee / oe al socket us MORE ein ae id . See ee ‘ -— F : 3 fx af e s Ce qr 
> ot ee ; ; gay ee ae ag lies ta Na alli s Sik oe in & _ o. 4 i? Be § Se Es : : | ee es ees 
; bee a ee a ee ie A Pewee evs ee ae fies aii # ae 3 é é if ; ¢ # ee ee ts teh ot ES EC ates Ros 
Lee? em 4 re ee a 2 eS ME at's, SARE a Ge aes a cei ces AR” MAS Nn : tas Wc Pe $ $ we fy % ; 4 RR 35 ee ae all: ican 
Mee : ee ul . ERM amer Es ths = Arun " ; AEE Te) Mea te Me eee Cn - . : : we : é j ; SS a Brus eae meet 
at re Seas Pe. ae <a Aen ee eh oe ote =n. Pipi me ane Bs co een Rook fe aa re Ra sini $ : a % CO 
ae ae eee grits” a EO ARSC EIR oa ita er oe hae ah We - ee CES ea ‘ A 4 a a | ¢ | Ree aaa pees 
ba Ve a, ae é a. ee ae ere ieee ; or ER dl via ee aed ree Bee i Signs a es ‘ epee iee eS Pe " ? Pt cag i eee OP + sine ese FS 4 Be yeah ina 
bio Saas F - ie pen enc ek as Lacan ee Se ee Bee SPR ce BRM RI aims ts = ie Le Ph i ait . eh, % A tee 
Pee re aN oe ee LS ge ee : a Siti piped: cot a » Mise ibig” tia aati, eae i a a ve 
se ee ance : en ee ee ee eh sores Sirah Pia a4 : ‘4 2 ; i: oy 
Nie aan J a eee eg "pes eh 0 ae ieee Re ee a iss 6 ea : : go ; 
; ba, gest : ere ee APT eee oe ce Ee ee | be : ; ee See me 
(eek ee a ee ee eh a eerie ‘ Sor ! E j 
i ee en : ; ae gs le Se 
us ince ih PER Be cw SR * re ie ON 2 Cee Bee * . ¥ a ee Wi awh Je eas so 7 eee. a ee mans 8 Ng gible = ¥ 
rs Soy eee a ae aaa gd * FAs, ces eae ee .. ‘ j are it nS sia 
E : BRE CI ces. een ie: ee ac > 3 RR ees ee: ip. Mone ; ‘ ites Sages ee pres rae ia % } 
: oe se co ye SRR Cag OM, SR tin, od eee igi suet TS gs rg ee ao ceases f : ‘ ee “i 
Ren oe ene é as en : ie ; oe as cts 4 ee es cnt cee ae are ee ee ees Boi ee Fe cx a ee ors ‘ Sd oe ue we Be bein alia i ge Sees we 
Pe ee ae ) OE ghee Keri eke. 2 BOSS Rig ea te Re i oe SRS ce j ey . : 1 SESS ea ee oe bi we _ eee Ie BE NF ; = 
erase i P ; ‘ ; ‘ 
| 
es, : 
: ae he da 
Baerenrar hi: a hee i 
* oe ee ate 
Reh gtr yet 
oy ae 
BER IES Ae ia o - ys 
pri cares 5. 
OER co neta, 
a tags 
eae en a) a tae 
is ee 
ee ad 


eg 


. ae 


14 


Wool Bureau, Wool 
Inc. Plan $400,000 
3-Year Joint Push 


New York, May 19—A magazine | 


National Box to Smith, Hagel 

| National Folding Box Co., prin- 
‘cipal subsidiary of Federal Paper 
‘Board Co., Bogota, N.J., has ap- 
‘pointed Smith, Hagel & Snyder, 


‘New York, to handle its adver- | 


TV Sales Clinic on June 1 in the 
Sheraton Hotel, Chicago. More 
than 500 advertising men and 
agency representatives have been 
invited to attend the sessions and 
‘luncheons at which Ralph Hardy, 

v.p. in charge of government rela- 


Advertising Age, May 24, 1954 


1954 was off slightly compared Winery Appoints Campbell 

with the same period last year. The, f pirrone & Scns Inc., Salida, 
American Newspaper Publishers ‘Cal., grower of California wine 
Assn. put the °54 figure at 2,005,-— grapes, has appointed Campbell 


114 tons and the ’53 estimate at, Stockton, to handle its 
2,010,054 tons. The ANPA also re- pe come ms . 


ported newsprint use in April was | 


campaign to promote wool will be tising. tions for the National Assn. of Ra- | 545,890 tons, compared with 537,- . Ss d 
launched in August under the joint , ‘dio and Television Broadcasters,|993 tons for April a year ago. ae Post- tan ard 
sponsorship of the Wool Bureau NATRFD Sets Clinic June 1 Washington, will speak. i William M. Schmidt, formerly 


and Wool Inc., an organization rep- 
resenting the Boston and Philadel- 
phia wool trades. 

An annual appropriation of 
$400,000 has been voted by the 
two organizations for a continuing 
advertising campaign to run for 
three years, Max F. Schmitt, pres- 
ident of the bureau, said. 

This is the first major adver- 
tising to focus consumer attention 
on wool that the bureau has ever 
undertaken, Mr. Schmitt said. 

The first ad will break in The 
New Yorker Aug. 7. Other maga- 
zines on the schedule include Es- 
quire, Harper’s Bazaar, Newsweek, 
Time and Vogue. 

J. Walter Thompson Co. is the 
agency. 


# A preliminary teaser campaign 
for dealers has been used last week 
and this in Daily News Record and 
Women’s Wear. 

The consumer campaign, which 
will run monthly in the six maga- 
zines named (through June, 1955, 
with a lapse during July and 
August of that year), will be sup- 
ported by extensive promotion, 
supplied to dealers, by the bureau. 
This will include suggested ads, 
garment tags, giveaways such as 
match books, rulers, booklets, etc., 
and newspaper publicity for dis- 
tribution by retailers locally. 

The ads will stress the values of 
wool in apparel and will carry the 
slogan “nothing measures up to 
wool.” Manufacturers and mer- 
chants are expected to use the slo- 
gan in their own advertising and 
to use it wherever possible on 
bolts, bales and trucks. 

All of the ads will also use a 
yardstick as an illustration and the 
head, “there’s a new yardstick,” 
which will be followed, according 
to the subject of the ad, by such 
phrases as “for country clothes,” 
“for cool weather comfort,” “for 
fireside comfort,” etc. 


Hotel Syracuse to Spitz 

Hotel Syracuse has appointed 
Spitz Advertising Agency, Syra- 
cuse, N. Y., to handle its advertis- 
ing and promotion, effective June 
1. The agency, formerly known as 
William Spitz & Co., has moved to 
530 Oak St. 


SALES OUT OF SCHOOL 


It’s no tale out of school to say that 
sales out of school are being in- 
creased by advertisers cultivating the 
fast-growing Youth market. 


Consumer studies* show that Youth 
has become a major market—with 
more family influence and more 
money to spend than ever before. 


The best, most direct way to reach 
the heart of this Youth market is with 
an advertising program in Scholastic 
Magazines, which have over 1,350,000 
weekly paid subscribers in junior- 
senior high schools. 

*Sources on request 


SCHOLASTIC MAGAZINES 


33 West 42nd St., New York 36, N.Y. 
75 East Wacker Drive, Chicago, Ill. 


54 cooperating stations will spon- 


used 414,877 tons last month, | advertising manager of the Colum- 
Papers Use Less Newsprint slightly more than April, 1953,|bus Citizen, has been named ad- 

Newsprint consumption in the | usage when the figure was 408,875 | vertising manager of the Syracuse 
Post-Standard. 


The National Assn. of Televi- | 
sion and Radio Farm Directors and 


sor the first national Farm Radio-' U. S. for the first four months of ' tons. 


Think big if you sell to Metalworking — 


MORE DOLLARS FOR WHAT YOU SELL 


How some typical Metalworking Industries 
will increase their dollar spending this year 


1953 = 100% 
SPE 145°, 


GENERAL INDUSTRIAL [iia 
MACHINE) i! : 50°, 


RR 
STORE-MACHINERY a 149 °, 


rane _—_— 


MON TT 103 7, 
GB 1953 


more growth ahead for America’s Basic Industry. 


capital expenditures by metalworking 


AGRICULTURAL 
MACHINERY 


1953... $2,452 MILLION 
1954... $2,855 MILLION 


Wl 1954 


As a matter of fact, the more you study the figures, the clearer 
it is that in Metalworking 1954 will be a tremendous year .. . 
with some divisions of this basic industry increasing their dollar 
investment in greater production capacity and efficiency by as 
much as 50% over 1953. 


The dollar figures above tell one of the most significant market 
stories of this or any other year. They tell you that the biggest 
of all industries sees nothing ahead but still greater growth . 
and will back up this conviction with a $2.85-billion investment 
this year for new plant and new production equipment. 


Beer ge a — re germane Ve Om arora ORES SBS IRENE GOE SS BEANE 


“FOR THE PAY-OFF HELP THEY WANT. 

_ METALWORKING PRODUCTION EXECUTIVES 
READ AMERICAN MACHINIST 

IN RECORD NUMBERS 


BIGGEST PAID CIRCULATION 
IN YOUR BIGGEST MARKET 


The result is that AMERICAN MACHINIST delivers more manage- 
ment-concentrated, production-responsible subscribers than any 
other metalworking publication: its 33,000 ABC-audited, paid 
circulation (December 1953) sets a new high among magazines © 
which serve the brightest of all industrial markets . . . and 
AMERICAN MACHINIST'S advertising pages have long been indus- 
try’s No. 1 advertising medium for the machinery, equipment, 
services, materials, and supplies bought and used by metalwork- 
ing production. 


Remember, too, that the best place to advertise to Metalworking’s 
production executives is in the magazine they prefer to all others. 
This magazine is AMERICAN MACHINIST: it gives them more ideas 
and facts on what to buy with their busy dollars . . . and 
how to make their new machinery and equipment pay of was 
than any other. magazine in the world. 
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Craig Becomes President Chicago Utility Gas Co., a Commonwealth Edison ice division will continue to mar- budget—while Pershall retained 

Nicholas Craig, formerly general subsidiary. ket electricity. Chicago’s gas is only gas because the utility com- 
manager, has been elected presi- Picks Burnett for The appointment o Burnett fol- supplied by a non-Edison utility, pany feels Northern Illinois Gas 
dent of Icelandic Airlines Inc., | lows the separation of gas and Peoples Gas Light & Coke Co. “has tremendous growth potential 
with North American headquarters Electricity Account electric operations of the company. and can develop into a major ac- 


|Formerly, Commonwealth Edison ® Splitting of gas and electric ad- | count. 
Cuicaco, May 18—Common- | serviced Chicago anc suburbs with vertising points up an expected in-| So far no new campaigns have 
. ‘wealth Edison Co. has appointed | electricity. Its Public Service Co. crease in competition between the been planned for either electricity 
Mactadden Names Jennings Leo Burnett Co. to handle adver-/of Northern Illinois division dis- two when huge underground nat-| or gas. 
Jack Jennings, captain of the tising for electrical appliances and | tributed electricity and gas outside ‘ural gas storage facilities near Chi- 


in New York. 


Chicago Cardinals professional | service. J. R. Pershall Co., which | Chicago. ‘cago are completed soon. Curtis’ Net Profit Up 
football team, has joined the Chi- formerly handled all Common-. Northern Illinois Gas was or-| A Commonwealth Edison spokes- Curtis Publishi Co.. Philadel 
will retain gas ganized recently to distribute gas man said Burnett was given elec- UFUS SUSURUAE L0., SRNACS- 


Be acai | : : ‘ : a Pe weeeestgagy Misa h phia, has reported a net profit for 
Group advertising of Northern Illinois outside Chicago; the Public Serv- tric advertising—lion’s share of the the quarter ended March 31 of $1,- 


308,735, equal to 18 cents a com- 
mon share, up from the net profit 
‘a year ago of $562,058, a deficit of 
‘four cents a common share. Gross 
operating revenue was $44,508,179, 


e , ‘ - . compared with $41,800,712 for the 
A dynamic, confident Metalworking plans a 10% boost in new plant and equip- “corresponding period in 1953. 
ment investment this year. And American Machinist sells this biggest of markets \eeepheon Adds Accownt Pam 


East Orange, N. J., has named 


with the biggest paid circulation in the history of metaiworking magazines. Josephson, Gulick ‘and Cuffari, 
Montclair, N. J., to handle its ad- 
vertising. 


LESS FOR BRICK AND MORTAR... Pee es 

STEADILY MORE FOR eS Ne 

NEW MACHINERY AND EQUIPMENT i= 

% of capital expenditures by Metalworking u ; 3 : n RO D lf Al } NE 
for new machinery and equipment maid y 4 . 
7 versus new plant capacity 1955-57 planned ie unenet oo eS 


: 1954 planed 7-77 c | these metalworking 
: 1953 actual c oe 60 60 0 | oP Billions pay off 


=noeh ee A ,. |: Aroun 
n ATOUN 
. METHODS ENGINEER | Stic ae 


TAKE IT OFF... TAKE IT OFF! 


Not KLEEN-STIK! Thousands of 
delighted users say this super- 
stickin’ moistureless adhesive stays 
on! But one of its many, many 
ingenious uses is to hold pads of 
**Take-Ones’’ (coupons, order 
© | cards, entry blanks, etc.) so that 
=a rg customers can take ’em off. Like 
> | for instance: 


eee 088 20 ‘ O ‘ Pag we see: 

| : [cHieF TOOL ENGINEER VICE Ppa OLIVES 
? : ; 3 aS Er ee as fice Pe a ee tebiite ESIDENT on 5 make 
. Sie _SUPERINTENDENT a ae oo 

ee@ete eee ee Goneee eeeceev ee Be os Tet <4 7 , amt my nat tincs ‘ | 
McGraw-Hill’s Seventh Annual Survey of Business Plans for And as you plan how a growing Metalworking can most surely , 
New Plant and Equipment also reflects the steady shift of Metal- create bigger markets for you, remember that the bulk of this | Good macaroni dishes and good sales 
working’s dollars away from brick and mortar to steadily bigger industry’s dollars are earmarked for new production machinery ADVISORY BOARD. got ‘“aae 
purchases of production machinery and equipment . . . where and equipment . . . and that what PRODUCTION uses, PRO- | distribution of “Ripe Olive” recipes 
they can do the most to create bigger markets for you. And this DUCTION EXECUTIVES buy.* through these simple Tear Sheet 
trend will keep on increasing in the years ahead, to the end result | pees het rd te! By am 
that your 1954 advertising has a big job to do for both today’s *There is much proof of this available, and we will be glad to up (just peel and press) . . . and 
business and in preparing for tomorrow. put it in your hands upon request. tough to withstand pulling by eager 


hausfraus. This ap-'‘peel’’-ing stunt 
was worked out by WALLY 
| SMITH of the Board and BOB 
CAMPBELL, production man in 
J. WALTER THOMPSON’s San 
Francisco office . . . with SAM 
DONAHUE of DONAHUE 
LITHO turning in a solid produc- 
| tion job. 


SO ... when you want increased sales in the $95-billion Metalworking Industry, and 
want to build preference for your products among this industry’s most important | 
buying group .. . production management .. . the facts will tell you why: 


This is the NO. 1 place to do business with America’s biggest industry 


Let‘s make HAY... 
Or better still, Terra Verde Alfalfa! 


THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION aa phe plenty, of tarmess oid 

- ut out by NORTHRUP KING 

McGRAW-HILL BUILDING, NEW YORK 36 | O., Minnea lis. To = the 

~~ PUBLISHED EVERY OTHER MONDAY +. hiets ‘ ‘in the swing’’ for eye- 
catching distribution, BBD&O’s 

MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS AND Inspiration Dept. came up with the 

ASSOCIATED BUSINESS PUBLICATIONS ee eee ee ee 


what? —KLEEN-STIK! This 
miracle stickum holds tight on walls, 
windows, etc. of dealer outlets. 
Fine crop of litho work by RAY 
JOHNSON of McGILL COM- 
PANY! 


Nobody gets stuck when you use 
j KLEEN-STIK for **Take-Ones”’ or 
th hundreds of other P.O.P. sales- 
| starters. Comes in a full array of 
_ plain ’n fancy printing stocks—see 
your regular printing, litho, or 
silk-screen man for samples and 
eye-deas. Or, join our free “‘Idea- 
of-the-Month’’ Club—write on 
your letterhead today! 


KLEEN-STIK PRODUCTS, INC. 


| 225 North Michigan Avenue ¢ Chicago 1, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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Sure we get tired.. 


Making color process plates good enough and fast enough 
to please our clients is hard work, 


ut you should see The results | 


TINT GUIDE FREE 
A really handy gadget with 
full gray scale and corre- 
sponding tone values in stand- 
ard red, yellow and blue. 
Write or phone for yours. 


ia eb biincodingr sani e@ 


10 W. Kinzie Street, Chicago * DElaware 7-1277 


'Pocket Drug Directory Out 

| American Druggist, 250 W. 55th 
|St., New York, has published the 
‘first pocket edition of its “Ameri- 
‘can Druggist Directory cf Drug 
Markets” for 1954-55. Organized 
by cities, the directory contains 
facts about drug chains, wholesal- | 
ers, sales agents, department stores 
with pharmaceutical departments, 
pharmacy colleges, associations, | 
pharmacy boards, daily newspa- | 
pers, radio and tv staticns. Price | 
per single copy is $10. 


| 

Ellis Named Morgan Head 

| Herman K. Ellis, for the past 
four years v.p. and member of the 
|board of directors and plans board 
jof Benton & Bewles, New York, 
j/has joined Raymond R. Morgan 
|Co. as chairman of the board, with 
headquarters in Hollywood. 


Ecotf & James Boosts Battle 

Ecoff & James, Philadelphia, has 
promoted Donald E. Battle to v.p. 
Mr. Battle joined the agency’s 
‘copy staff in 1949. 


\ 
LAI 


LA 
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they Buy 


More because they Have More! 


om 


@ For example, last year family ownership of refrigerators 
in Indianapolis was 15.7% above the national average!* 


P It’s Steady... 
Yes, people Buy More in Indianapolis because the aver- 
age income per household in this big market is $6943** 
annually, first among cities of over 400,000! 
And that’s not all—Indianapolis has many other essen- 
tial market advantages for you too! 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


* 1954 Consumer Analy: 


s of Metropolitan indianapolis, and Electrical World, January, 1954. 
** Consumer Income Supplement, 1953, Standard Rate & Data Service. 


THE INDIANAPOLIS NEWS aid 


> It’s Big . . . over 550,000 population 

unsurpassed for diversification and 
balance of industry and agriculture 

> It’s Easily Reached . . . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Star and The News. 
Write for complete market data today. 
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Insurance Group. 
Adopts Code of 
Advertising Ethics 


CuHIcAGO, May 18—A code gov- 
erning advertising standards and 
ethics has been adopted by the 
Health and Accident Underwriters 
Conference, an association of 200 
insurance companies representing 
more than half of the 30,000,000 
Americans with individual acci- 
dent and sickness policies. 

The code will cover advertising 
matter used in newspapers, maga- 
zines, radio and television scripts, 
as well as descriptive literature, 
circulars, booklets and form let- 
ters. 


a The basic standard declares that 
advertising must be truthful in 
fact and implication and must not 
mislead in any way. Other stand- 
ards concern limitation of intro- 
ductory or initial offers, elimina- 
tion of confusion arising out of the 
use of names or symbols akin to 
one popularized by hosnital or 
medical service groups, and elimi- 
nation of false claims of “no medi- 
cal examination required.” 

Particulars of coverage, such as 
dollar amounts, length of benefit 
duration and age requirements, are 
to be clearly stated for “typical” 
policies. 

The standards are not intended 
to limit advertising efforts, but the 
spirit of the code is to be applied 
to all promotional activities not 
specifically mentioned. 


Broadcasters Group Elects 


Dave Bennett, general manager 
of WTPA-TV, Harrisburg, has 
been elected president cf the 
Pennsylvania Broadcasters. Other 
new officers are Joseph Connelly, 
v.p. and program director, WCAU, 
Philadelphia, Ist v.p.; Thomas B. 
Price, promotion manager, WBVP, 
Beaver Falls, 2nd v.p.; Roy Mor- 
gan, exec. v.p. and general man- 
ager, WILK, Wilkes-Barre, sec- 
retary, and T. W. Metzger, gen- 
eral manager, WMRF, Lewiston, 
treasurer. 


Publisher Appoints Fregan 

Reinhold Publishing Co., New 
York, has appointed Edward Fre- 
gan, formerly representative for 
American Chemical Society pub- 
lications in Chicago, advertising 
sales manager of Automatic Con- 
trol, new publication in the cyber- 
netics field. Leonard S. Alexander, 
formerly with Belding-Corticelli 
Co., New York, has been appointed 
advertising and sales promotion 
manager. 


San Francisco Adclub Elects 

M. Anthony Mattes, advertising 
manager of Standard Oil Co. of 
California, has been elected presi- 
dent of the San Francisco Adver- 
tising Club. Other officers elected 
are Harry L. Bright, assistant v.p., 
Pacific Telephone & Telegraph Co., 
v.p.; Mrs. Ruth Lusch, public re- 
lations, Stoneson Developiment Co., 
secretary, and Harry F. Borden, 
president, Borden Printing Co., 
treasurer. 


Ekco Names Harshe-Rotman 

Harshe-Rotman, Chicago, has 
been appointed to handle public 
relations for Ekco Products Co., 
Chicago, and its U.S. subsidiaries. 
The company manufactures house- 
wares and commercial baking 
equipment. Philip Lesly Ce., Chi- 
cago, formerly handled public re- 
lations for Ekco. 


Vendor Maker to Steffen 
Jennings & Co., Chicago manu- 
facturer of coin operated food and 
milk vendors and other coin oper- 
ated machines, has appointed Paul 


J. Steffen Co., Chicago, to handle 
‘its advertising. The company will 
use business papers and direct mail 
|\to promote its new models. 
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@ Sell the whole Country-Side mar- 
ket. Buy the Country-Side Unit— 
TOWN JOURNAL and FARM JOURNAL. 
Circulation 4,380,000. 


IT’S A ‘“‘DUAL”’ AFFAIR! 


e TOWN JOURNAL is written to meet the special interests 


of boththe‘* Moms*‘and ‘**Pops” who livein Country-Side towns. 


e More so, perhaps, than anywhere else, decisions made 


here are a family affair. 


e Are you looking for a country-side decision in your behalf? 
Then get more for your money—ask both of the decision 
makers in the magazine which specializes in 


Country-Side family affairs, TOwN JOURNAL. 


TOWN JOURNAL 


GRAHAM PATTERSON, Publisher 


Washington Square, Phila. 5, Pa. 
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McKee dives for sunken treasure... 


Aching for excitement that pays off in pieces of eight? Grab 
your underwater gear, matey, and set sail for Florida’s treasure- 
laden coastal waters! 

MECHANIX ILLUSTRATED for June introduces its million read- 
ers to diver Art McKee, top man in the lower depths and big- 
gest treasure hunter since Captain Kidd. MI also lists 42 lucra- 
tive spots where there’s a total of $165,000,000 worth of gold 
and silver waiting to be hauled to the surface. This ought to 
send the readers running. Yo ho and a cask of MI VITALITY! 


It probably won’t get MI’s man-of-the-month, Bill McNab, far 
from home, though. Bill’s all hopped up over MI’s design for 
hi-fidelity living on page 126, same June issue. He’s deep in 
the depths down in his home workshop putting together a cabi- 
net to house his 12-inch woofer, crossover network and tweeter. 


MI’s VITALITY is working overtime on Bill! 


Month after month, MECHANIX ILLUSTRATED shoots a high 
concentrate of VITALITY into its exciting pages on “do-it- 


yourself”, car care, hobbies and sports. This, in turn, shoots a 
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million loyal readers off to the hardware marts, car dealers and 


sporting goods stores to buy the tools and equipment they need. 


Advertising these products to MI readers is like selling ice cold 
lemonade to a traveller in Death Valley. You’re way ahead 
before you start. These guys have an insatiable thirst for new 
ideas, new methods—and new things to buy. What better place 
to sell your wares than in the book a million guys take to heart? 
What better place than in MECHANIX ILLUSTRATED? Put MI’s 
VITALITY to work for your product today. 
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Woofer? Tweeter? Just hi-fi jargon for 
what ordinary folk call speakers. To 
hear a flock of hi-fi fans chatter you’d 
imagine they belonged to a mystic cult. 
Here’s McNab’s Missus admiring the 
nifty set Bill made down in his work- 
shop from MI plans. 
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The Sportsman's Camera 
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What does Mi do for the sportsman? 
In the first place an ace hunting and 
fishing writer is a regular monthly con- 
tributor. Raymond R. Camp, Rod and 
Gun Editor, N. Y. Times hands out 
helpful tips to the outdoor guys every 
month. MI also tests equipment for the 
boys, lists latest in gear. 


4 


one of the F 


DETROIT, 1659 GUARDIAN BLDG. e 
CHICAGO, 612 NORTH MICHIGAN AVENUE 


r 
1 

i 
t 
it 


soll 
it 
P| 2 
cl 
5 

iil 


wth hed 
wes 


ad 


High on MI readers’ popularity list is 
Fred Russell’s CAR CARE section. 
This month Fred shows how to keep 
the wheels rolling straight by proper 
greasing. Detailed fully by picture and 
caption, these articles make it easy for 
the reader to prolong the life of his 
buggy. 


Big Boon to the “do-it-yourself” man 
is Reynolds Do-It-Yourself Aluminum. 
The Reynolds people latched onto the 
market fast, are making it easy for the 
craftsman to obtain his metal material 
instead of having to shop endlessly for 
it. MI then shows him what to do 
with it. 


McNab builds hi-fi for pleasure 
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aweett family... serving millions of America’s families 


NEW YORK, 67 WEST 44th STREET 
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Schenley Boosts Old Stagg Seagram Kicks Off 
will 


Schenley Distributors Inc. S ole 

open a campaign with color ads Campai 

in Look (May 18) and Collier’s ° seeee gn 
(May 28) for its Old Stagg bour-| New York, May 18—Seagram 
bon whisky. Ads will continue for | Distillers Corp. has launched a 
the remainder of the year. In ad- four-month campaign to build 
dition, daily newspapers in major consumer sales for the Seabreeze, 
markets and outdoor and business | Seagram’s Ancient Bottle gin and 
paper advertising will be used. | tonic. 

Grey Advertising Agency, New Spreads will be used in Collier’s, 
York, is the agency. Life and Look, and full pages are 
|scheduled in Ebony, Esquire, Hol- 
iday, Our World, Social Spectator 
and The New Yorker. In addition, 
‘six nautically-themed newspaper 
, ads will be used during the cam- 
/paign in 153 newspapers in 123 


While we’re 
on this subject 


— why not instruct your agency tohave 
e Walk set your next ad. We'll both | markets. 
JAY P. benefit by it. See our free samples. | Special point of sale material 
WALK Aovertisinc TyPOGRAPHY has been prepared for the cam- 


11 E. HUBBARD ST., CHICAGO 11 @ MO 4-6134 


_paign, plus a number of aids for! 


Advertising Age, May 24, 1954 


retailers to help them step up Yoyng Marketers Need Courage to Change 


sales. 
Roy S. Durstine Inc. is the agen- 
cy. 


Hunt, Horme] Set Promotion 
Hunt Foods Inc., Fullerton, Cal., 
and George A. Hormel Co., Austin, 
Minn., are joining forces in May 
and June to introduce a new re- 
cipe, Oven Barbecue, featuring 
Hunt’s tomato sauce and Hormel’s 
Spam. A full-color page is run- 
ning in the May 20 issue of 
Western Family to inaugurate the 
campaign, followed by similar ads/| sity here. 
in 11 other consumer publications.| ‘Because people’s ideas and de- 
Point of sale material and a pub- sires change,” Mr. Williams said, 


harm to the advertising business. 
They overlook the fact that people 
change, and that markets therefore 
change also. 

This point was stressed by John 
S. Williams, v.p. and a director of 
Cunningham & Walsh, New York, 
in a talk before the graduates in 
marketing at Seton Hall Univer- 


licity program will support the “there is no formula for advertis- 


promotion. Batten, Barton, Dur- ing—no slide rule. The people who 


counts. 


during 1953 


LONG 


Pulitzer Prize 


for the most disinterested and 
meritorious public service 


rendered by an American newspaper 


Newsday 


ISLAND 


awarded to 


Outdated Ideas, Williams Tells Graduates 


SouTH ORANGE, N. J., May 18—)| them 
Strict traditionalists do a lot of! changes to be successful. We not 


sell, must know these 
‘only should know them, we must 
| be a part of them.” 

. Mr. Williams emphasized that 
a youthful outlook is an advertis- 
ing essential. “If advertising falls 
‘short of the ideal in spite of re- 
search, knowledge, talent and the 
dollars applied to it,” he said, “the 
fault rests with the traditionalists 
who inflexibly stick to ideas and 
|'methods of 10 to 20 years ago. 
“When I read surveys of adver- 


'tising managers who, when asked 


'stine & Osborn handles both ac- have products to sell, and we who what they look for in an agency, 
| write the advertising to make say ‘experience in our field,’ I 


realize they are not looking for a 
new and dynamic way of reaching 
the ever-changing public,” Mr. 
Williams said. “They are looking 
for new faces to carry on the same 
old traditions. They are not look- 
ing for new ideas, but for someone 
to put the same old concepts into 
the same old magazines and to 
take them to the same old lunch 
|at the 21 Club.” 

Mr. Williams mentioned the rug 
and carpet industry as a prime ex- 
ample of the traditional school of 
advertising. Rather than highlight- 
ing the real merits of rugs over 
other types of floor coverings, he 
said, the carpet industry continues 
to cling to outdated luxury and 
beauty appeals. 


a Another example, he said, is 
the fire and casualty insurance 
companies. “Instead of advertis- 
ing the Gettysburg address and 
Paul Revere’s ride,’ he = said, 
“they should get down to business 
and advertise insurance as an in- 
vestment and as a sound basic 
need. Then perhaps insurance 
agents and brokers could take over 
their real function as insurance 
counselors instead of being much 
buffeted individuals wondering 
whether or not they are suffering 
from acute cases of halitosis.”’ 

Mr. Williams cautioned the 

graduates to listen to all advice 
and platitudes with a smile and a 
thank you, but to beware of the 
traditionalist philosophy. 
_ “The public that buys the goods 
_you’ll advertise,” he said, “are 
young people, people under 35. 
| They are the ones who have the 
babies and build the homes and 
are in a buying mood. They are in 
a formulative opinion period. You 
/can change them, influence them 
to buy your brand, but only if you 
know them. But you’ll need cour- 
age and conviction, and you’ll need 
tact to change the older men set 
in their ways—the traditionalists 
|who okay your ads and pay the 
bills.” 


Jaqua Shifts Eight on Stctf, 
Adds Two Copywriters 

Jaqua Advertising Agency, 
Grand Rapids, Mich., has shifted 
10 members on its staff. Lawrence 
A. Merchant and Wilferd A. Pet- 
-erson, v.p.s, have been assigned 
‘new duties. Mr. Merchant is in 
|charge of new business and Mr. 
Peterson becomes creative director 
and chairman of the plans board. 
Donald E. Behrens has been made 
special assistant to Robert E. Ja- 
qua, exec. v.p. of the agency, and 
Lynn Bradshaw has been named 
assistant to Mr. Merchant. 

Robert F. Cheney has _ been 
shifted from the electrical catalog 
department to the copy staff and 
Theodore E. Firme and Thomas 
|Molloy have been added as copy- 
| writers. George A. Werp, a v.p., 
has been appointed director of all 
phases of the agency’s production 
activities. Serving under him are 
Leon Wierenga, promoted to pro- 
duction manager, and M. J. Mal- 
ling, promoted to production man- 
‘ager of the electrical catalog 
division. 
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Your old side is out tof do HARDWARE retailer leads the field in | Working 
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most « aggressive retailers and v 


“their sales people plus c 
culation to hardware i 
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Once upon a time, the world was a much smaller 
place. And whenever someone had something to say, 
all he did was speak up. 

But soon people began to get out of earshot. 
And Communication became more and more difficult. 

Till one day one man sat down on his stone, 
and chipped out something called writing. Then 
someone else passed along, decoded this sculpture, 
and reading came into the world. Lo! The primitive 
one-step process of talking and listening had been 
replaced with something more complex. 

But it wasn’t replaced after all. For read as they 
will (or can) most people still find it easier to listen. 
And people who want to get a message across still 
find it easier, and more effective, to talk. 

Especially now that one medium of communica- 
tion can carry a message to everyone: Radio. In 
115 million places. The easiest, yet most forceful 
means of selling everybody that’s ever been devised. 

Radio is intimate, personal, persuasive. And 
when it’s the voice of an old friend, people respect 
what they hear. 

Radio is rhythm, music, sound effects—all the 
things that are fun to hear over and over. Things 
that are hard to forget. 

Radio, in short, is sound. And being sound, radio 
moves one 

step 
at 
a 

time. As soon as the entertainment 
comes toa stop, the sales message immediately begins. 
The message is hard to miss. And since radio moves 
one group of words at a time, the sales points can’t 
be skipped over. 

Today, there’s one place in radio where sound 
sells best. and that is CBS Radio. Presenting more 
of America’s top programs...over more of the 
nation’s best stations...CBS Radio is heard by 
bigger audiences than anywhere else in radio. 

And offering the lowest cost for every sales mes- 
sage delivered, it’s CBS Radio where more of the 
top national advertisers are heard. So many, with so 
much to say, that CBS Radio leads all other networks 


in billings for the fifth consecutive year. 


RAD GC 


CBS Radio Where America @ Listens Most 
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Calabro Joins Wilson, Haight 

Alfred F. Calabro has been 
named assistant to A. J. Welch, 
v.p. of Wilson, Haight, Welch 
& Grover, New York. He formerly 
was administrative assistant to the 
v.p. in charge of radio and tv at 
Marschalk & Pratt Co. 


DIRECT MAIL 
IN CANADA 


Our knowledge of Canadian 
markets is enabling us to serve 
many U. S. Direct Mail ad- 
vertising users efficiently and 
economically in the production 
of Mailing Lists — Printing — 
Letters — Addressing — Mail- 
ing — Shipping. Write or tele- 
phone our New York Office — 


HERBERT A. WATTS LIMITED 
421 Hudson St. (8th F1.), 
New York 14, New York 

Telephone: ORegon 5-0220 
or our Head Office 
177 King St., West, Toronto, 


Canada 
Telephone: EMpire 6-1108 


Schenley Survey 
Shows 29% Give 
Liquor as Gifts 


New York, May 18—More than 
half of all gift purchases in the 
U. S. are in the $5-or-less price 
bracket. 

A survey in 25 cities just com- 
pleted by Schenley Distributors 
Inc. and released last week shows 
that 80% of the people interviewed 
/are spending more for each gift 
| purchased today than they did five 
years ago, however. 

About 67% report an increase in 
the number of persons to whom 
gifts are given, and 60% indicate 
that they are giving gifts on more 
occasions than formerly. 

Articles for the home are nor- 
mally the first choice of 45%, with 
‘clothing 38% and jewelry 9%. Al- 
‘most half of the men and women 
interviewed said they are influ- 
‘enced in their selections by pack- 
aging. 
| Although most of the interviews 


were conducted in department 
stores which do not sell liquor, 
'\29% of the men and women inter- 
,viewed said they frequently give 
liquor as a gift. 


Promotes Stanley Blackburn 

Stanley C. Blackburn, with the 
sales promotional department since 
1952, has been promoted to sales 
promotion manager of Scott & 
Fetzer Co., Cleveland maker of the 
Kirby home sanitation system. El- 
liott R. Suttle, formerly with In- 
terstate Accounts Service Inc., has 
been named assistant sales man- 
ager of the company. ; 


Rochester Adclub Elects 

David S. Cook, radio and tele- 
vision sales promotion manager for 
Stromberg-Carlson Co., has been 


elected president of the Rochester, | 


N.Y., Ad Club. Other officers 
elected are Glenn E. Carter, sales 


manager of E. J. Horton Inc., 1st| and WTVN, Columbus. Mr. Chapin 


v.p.; Richard I. Barker Jr., assist-| has been coordinating director of 


'the regional network for the past 


ant v.p. of Community Savings 


Bank, 2nd v.p., and Henri P. Pro- 


jansky, president of Projansky 
Inc., treasurer. 


Tru Balance Plans Fall Drive 

Tru Balance Corsets Inc., New 
York, plans the largest national 
advertising campaign in its history 
this fall to promote its Scandale 
girdle, introduced this spring. La 
Gaine Scandale, the French com- 
pany which licensed Tru Balance, 
will work with the U. S. firm on 
promotion. Point of sale, fashion 
magazines and business papers 
will be used. Rockmore Co., the 
Tru Balance agency, says the fall 
campaign expenditure will ap- 
proach $200,000. 


Chapin Directs TV Sales 

Don L. Chapin, assistant gen- 
eral manager of WKRC-TV, Cin- 
cinnati, has transferred to New 
York, where he has become direc- 
tor of Tri-State Network sales for 
WKRC-TV; WHIO-TV, Dayton, 


year. 


Chevrolet, the nation’s (and Cincinnati's) number one car in 1953, puts more money and 
more linage in the Times-Star than in any other Cincinnati newspaper. 46 years of leadership. 


NATIONAL REPRESENTATIVES: O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, LOS ANGELES, DETROIT, SAN FRANCISCO 
CHARLIE BONNER, AUTOMOTIVE EDITOR 
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NBC to Televise 


Canadian Big 4 
Football Games 


New York, May 18—Having 
been maneuvered off the U. S. 
football field by American Broad- 
casting Co., National Broadcasting 
Co. last week got back into the 
| game by turning to Canada. 
| This fall NBC-TV will present a 
series of 13 games featuring the 
‘eastern Big Four teams of the 
|Canadian Professional Football 
League. They will be televised on 
Saturday afternoons in direct com- 
petition with the ABC-TV U. S. 
collegiate games. 

NBC-TV lost out to ABC-TV in 
the bidding for the National Col- 
legiate Athletic Assn. football 
“Game of the Week” in this coun- 
try for the 1954 season after 
having had the sports attraction 
for three years. NBC-TV’s sponsor 
for the last two years was General 
| Motors. So far, ABC-TV has not 
signed an advertiser for the college 
gridiron games, nor has NBC-TV 
snared a backer for football Cana- 
dian style. 


® Canadian football calls for a 12- 
‘man team with a style of play 
which is described as more “wide 
open” than the U. S. version. The 
Canadian Broadcasting Corp. will 
supply NBC with the first video 
pickups of Canadian professional 
football games ever televised reg- 
ularly in this country. The 
Toronto Globe & Mail estimated 
that the rights cost NBC $320,000. 
On some Saturday afternoons 
‘the battle for the sports fans’ at- 
| tention will be at least a three-way 
one. DuMont Television Network 
|will again present 12 weekend 
telecasts of more than 60 of the 
regular season games of the 
National Professional Football 
League. Two of these U. S. pro- 
fessional football contests will be 
| staged on Saturday afternoon. 
DuMont’s schedule calls for a 
series of national and regional 
hookups for’ the professional 
games. Last year’s sponsor list 
included Westinghouse, Miller 
Brewing Co., Brewing Corp. of 
America, Atlantic Refining Co. 
and several regional companies. 
Nobody is signed for '54. 
; This could turn out to be a four- 
| way contest, if CBS-TV, as in 
| some previous years, decides to 
‘carry the games of service teams. 


| 
{ 


_Acousticon Pushes Low-Price 
Hearing Aid, Eyes Zenith Lead 

Acousticon International, Jamai- 
ca, N. Y., entered the low-price 
hearing aid field with an expendi- 
ture of $100,000 in newspapers 
|during the week of May 9 to in- 
‘troduce a three-transistor hearing 
‘aid for $99.50. The company re- 
|ports it is ready “to enter an all- 
out price war to capture the low- 
| price field of the hearing aid 
| market.” Acousticon says its prod- 
uct marks the first time a three- 
transistor hearing aid has been 
available for under $125, the price 
for a Zenith Radio Corp. instru- 
ment. Buchanan & Co., New York, 
placed the advertising. 

Acousticon, long “the leader in 
the high-price hearing aid field,” 
says it is out to take the leader- 
ship away from Zenith in the low- 
price market, through new scien- 
tific advances and a record adver- 
|tising budget. 


Hargrave Joins Media Staff 
Winston Hargrave, formerly as- 
sistant to the president and media 
director of Harris McKinney Inc., 
| Philadelphia, has joined the media 
|staff of Arndt, Preston, Chapin, 
Lamb & Keen, Philadelphia, 
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keep your eye on 


THE NATION'S LARGEST RETAIL GROCERY PAPER 


Consistently, FOOD TOPICS has shown sound, substantial 
growth. 


FOOD TOPICS’ May 24th issue establishes new linage and reve- 


nue records for national and sectional advertising in the national 
newspaper for food retailers. 


Clearly, more and more advertisers and agencies appreciate the 
tremendous selective trade selling job done by FOOD TOPICS as 


the one most effective way to cover all top volume factors in the 
food trade — 


chains 

supermarkets 

wholesalers 

voluntaries 

cooperatives 

high volume independents 


in a single economical buy! 
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Imaginative Advertising, Public Relations 
Theme Recommended ito Utilities Admen 


Boston, May 18—An imagina- 
tive approach produces good ad- 
vertising at reasonable cost, public 
utilities admen were told last week. 

Getting the advertising program 
started is the problem facing most 
utilities admen, Jay Heitin, sales 
manager of WNBT, New York, 
said at the 33rd annual convention 
of the Public Utilities Advertising 
Assn. 

“Perhaps the best way is to be- 
gin with station breaks or partici- 
pation announcements,” he said. 
“It’s done that way in Chicago, 
where Commonwealth Edison has 
had a schedule of 10-second breaks 
on WNBQ for about a year. The 
same approach, plus 20-second 
breaks, is also used in Chicago by 
People’s Gas Light and Coke Com- 
pany. 

“In the nation’s capital, Wash- 
ington Gas Light presents daytime 
cooking shows, bolstered by corol- 
lary advertising on truck posters, 
bill inserts and ‘take-me’ office 
literature. Utilities wisely promote 
most appliances on a year-round 
basis, but tend to push air-condi- 
tioners only in hot months, jam- 
ming dealers at the time of peak 
demand.” 


= “Public utility advertising 
should be identified with the com- 
munity and the primary product 
should be good will,” he said. Par- 
ticipation in multiple-sponsor tv 
programs is a good way to tell the 
utility story at reasonable cost, he 
said. 

“The same imaginative approach 
that allows utility companies to 
consider electronic billing, for in- 
stance, might lead to sponsoring a 
children’s show in the daytime,” 
Mr. Heitin said. Anything from 
how a flower grows in stop-motion 
photograph to how a submarine 
works. Messages could stress vari- 
ous aspects of safety, good habits. 
A children’s theater program of 
short films in natural science, 
classics, fairy tales, the Bible, etc., 
would find a ready audience of 
children and a grateful one of 
parents. 


= Charles B. Delafield, v.p. of 
Consolidated Edison Co., New 
York, told the public utilities ad- 
vertising executives, “A_ utility 
company’s life depends on main- 
taining its financial health—once 
its credit is gone, it is virtually im- 
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possible to restore.” 

The big job of utility public re- 
lations and advertising, he said, is 
to offset the ingrained public sus- 
picions either of big business or 
a business, like a utility, which 
operates without competition in 
the usual sense. Con Edison’s field 
surveys showed that the New York 


man-in-the-street had little knowl- 
edge of the fact that utilities were 
regulated or that their prices were 
controlled by a government agen- 
cy: 64% thought Con Edison did 
whatever it felt like; only 13% 
knew there was some control, he 
said. Utilities have to make people 
understand that they get better 
and cheaper utility service if they 
are allowed to earn a fair return— 
a little on the reasonable side. 
Betty Furness, Westinghouse’s 


tv pitchwoman, gave the utilities 
admen a case study on demon- 
strating appliances. The idea is to 
get the customers into the show 
room and then “show them how 
your product makes life easier,” 
she said. 


s “How do you get them into the 
showroom? We do that with ‘Stu- 
dio One,’ a dramatic show that’s 
carefully planned to offer enough 
variety of entertainment to attract 
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a really mass audience,” she said. 
“And, every Monday night, we 
have an average audience of over 
20,000,000 people. Just think of 
that: My friends in Hollywood 
would be very happy if they could 
be sure of that big an audience for 
every motion picture they produce. 

“In essence, what we try to do is 
make the consumers’ eyes the lens 
of the camera. We want their eyes 
to follow each movement of the 
camera so they won’t miss a single 
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Advertising Age, May 24, 1954 


important feature. When you|film strip that makes what we're editor and publisher of the Vine-;only a corner, crowded in with a 
watch a camera treatment of this| talking about crystal-clear. yard Gazette, Martha’s Vineyard,|lot of other fellows. Often it is a 
kind you get the feeling that you| “All of us who work together on Mass., said. mixed company and your neigh- 
yourself are actually taking part in| Westinghouse appliances have| “Successful dailies are often | bors are a little below your stand- 
the demonstration. That’s what any | learned that women are pretty re-|practically all advertising—the ard. 

good retail salesman tries to do,|alistic people,’ she concluded. “If |percentage of advertising on a page “You'll find weekly after weekly 


stration when he gets her into the | talk to them about their own prob- | rises to 70 or 80%,” he said. “Ad-| reader with liberal spreads of local | 
showroom. lems—show them how to make life | vertising is sometimes conceived|news material on every page to 
“When we want to demonstrate | easier, and I mean ‘show’ them.” /|as a show window, and if we use|add to the physical attractiveness 
the action of a washer—what it ac- Advertisers have a better show |this comparison here, you don’t\and effectiveness of your adver- 
tually does inside the basket,” Miss; window in weekly newspapers really have a show window of your tisement,” he said. 

Furness said, “we use an animated!than in dailies, Henry B. Hough,/own in the big daily—you have But, Mr. Hough said, weekly 


PUT YOURSELF IN this player’s shoes. To win, you have a 15-foot 
putt to sink! 


YOU KNOW you have to concentrate all your golfing technique, skill and 
know-how to sink that shot! 


TO WIN the year-round sales tournament in Southern California, it takes 
a concentrated advertising effort! And it has to be concentrated where the 
population concentrates! 


MORE THAN three-fourths of all Southern California retail sales are made 
in the rich, population-packed Los Angeles City and Retail Trading Zone. 
That’s where the Herald-Express concentrates more than 90 per cent of its 


300,000-plus circulation. Use it regularly and you'll win those sales tourna- 
ments, too! 


o- 
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‘newspapers are handicapped by 
the measure of circulation “so 
weighted that it gives all the ad- 


vantages to big publications.” He 
told the 300 public utilities admen 
that they are “confronted with a 


involve his customer in his demon-| you want to arouse their interest, |never runs less than 50% and often with open pages, appealing to the) 'single deceptively simple yardstick 


of newspaper circulation which is 
supposed to mean also newspaper 
effectiveness. 


@ “The yardstick is a measure of 
size only and is so weighted that 
it gives the advantage to big pub- 
lications,” he asserted. “Honesty in 
circulation is a first principle of 
newspaper integrity anywhere at 
any time. But the great weight of 
the ABC and its yardstick is to ar- 
rive at something called a milline 
rate. Where can you buy a unit 
of advertising at the lowest cost 
per thousand or million readers? 
Certainly not in the weekly news- 
papers. 

“I do not believe there can ever 
be an advance in the effective use 
of weekly newspapers as a medium 
for advertisers until there is a 
general adoption of a method of 
evaluation which takes account of 
the real nature of weeklies and 
their function,” he said. 

Weeklies, Mr. Hough said, have 
a higher percentage of circulation 
among local molders of influence 
than do dailies. Weeklies, he added, 
also have a longer life per issue. 


to Military Buyers 


Now you can contact all the mili- 
tary buyers in the United States 
and on hard-to-reach bases all over 
the world through your advertis- 
ing in THE MILITARY MARKET, the 
monthly trade paper for US. 
Armed Forces purchasing officers 
everywhere. These men, who stock 
the Service-controlled outlets 
where 3!4 million Servicemen and 
their families buy, can put your 
product or service before this 8 
billion dollar consumer market. 


THE MILITARY MARKET has a 
guaranteed circulation of 15,000 
per month—the largest of any pub- 
lication in its field. 


Edited by an experienced trade 
paper staff, and written to provide 
useful news, editorials and features 
for military merchandising person- 
nel, THE MILITARY MARKET assures 
thorough readership for your ad. 


Ask our nearest advertising repre- 
sentative for ‘‘How to Sell’’ infor- 
mation and market data. 


THE MILITARY MARKET 


The Monthly Magazine for Military Buyers Everywhere 


ARMY TIMES PUBLISHING CO. 
3132 M St.N.W, Washington 7, D.C. 
Publishers of: 

ARMY TIMES, AIR FORCE TIMES, NAVY TIMES, 
AIR FORCE DAILY—the American Daily in Europe 


New York - Chicago - San Francisco 
Boston - Los Angeles 


London - Frankfurt - Rome - Tokyo 


Casablanca 
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BUY MORE 

TO LIVE BETTER 
because 

THEIR INCOMES 
ARE FAR ABOVE 
AVERAGE! 


Never out of ten Elks own their 


: homes. 51.9% are business owners. 


11.6% are professional men. All own, 
read and believe in the only magazine 
edited to their special interests. You'll 


find The Elks a special buy at $2.25 


per page per thousand. 


THE MAGAZINE 


New York e Detroit » Chicago « Los Angeles 


K-R-O Co. Appoints Kight 


Colgate-Palmolive Boosts Two 


Pulse Adds Areas in 
Multi-Market TV Ratings 

Beginning with the April re- 
port, Pulse Inc., New York, will 
cover 60 areas in its multi-market 
tv ratings. Previously these re- 
ports have been based on viewing 
in 22 to 28 cities. With this 
expansion, a minimum of 67,000 
families will be _ interviewed 
monthly. 

In each of the 60 survey areas, 
which are scattered throughout 
the country, rural as well as urban 
families will be included in the 
sample. Dr. Sidney Roslow, direc- 
tor of Pulse, said these tabula- 
tions will enable him to offer spe- 
cial reports for less-than-network 
advertisers and to provide detailed 
market-by-market data. 


K-R-O Co., Springfield, O., has 
appointed Kight Advertising, Co- 
lumbus, to handle national adver- 
tising and sales promotion for its 
rat poisons. Ads in trade publica- 
tions and direct mail will be fol- 
lowed by consumer magazines, 
newspapers and radio schedules 
later in the year. Erwin, Wasey & 
Co., Chicago, is the previous agen- 
cy. 


Graceman Names Two V.P.s 

Norman R. Singleton, merchan- 
dising director, and John Milne 
Boothroyd, art director, have been 
named v.p.s of Graceman Adver- 
tising, Hartford. 


Colgate-Palmolive Co., Jersey 
City, has elected Robert E. Hil- 
brant and Marshall S. Lachner 
v.p.s of the toilet articles and soap 
divisions, respectively. 


ie “4 th, 


— 


Grand Rapids-Kalamazoo Hoopers 
January, 1954 


Share-of-Television-Audience 


+ Adjusted to compensate for the fact that 
neither station was on the air all hours. 


NOTE: og td was distributed approximately 
75% in Grand Rapids area, 25% in 
Kalamazoo area. 


yy ty Wa 
The Sel, vor Hlations 


nA A 

WKZO.-TV — GRAND RAPIDS-KALAMAZOO 

WJEF — GRAND RAPIDS 

, WJEF-FM — GRAND RAPIDS-KALAMAZOO 

KOLN — LINCOLN, NEBRASKA 

KOLN.-TY — LINCOLN, NEBRASKA 
Associated with 

WMBD — PEORIA, ILLINOIS 


YOU MIGHT GET A 1600-LB. BULL MOOSE* — 


B UT e « «YOU NEED WKZO-TV 
TO BAG TV AUDIENCES 
IN WESTERN MICHIGAN 


January °54 Hoopers, left, show how thoroughly WKZO-TV 
dominates the Western Michigan television market, morn- 


WKZO.-TV is the Official Basic CBS Television Outlet for 
Kalamazoo-Grand Rapids. Its brilliant Channel 3 picture 
effectively serves one of the nation’s great television mar- 
kets—27 densely- populated Western Michigan and North- 
ern Indiana counties—a far larger television market than 
many major cities can boast! 


(80,000 WATTS, CHANNEL 3) 


KZ0-1V 


OFFICIAL BASIC CBS FOR WESTERN MICHIGAN 


Avery-Knodel, Inc., Exclusive National Representatives 
*F. D. Fetherston and D. G. MacDonald got one this size on Magnassippi River, Quebec, in 1889. 


men.-re MON.-FRI. son.-088. ing, afternoon and night! 
am. — 12 noon — pm. — 
12 noon 5 p.m. 2 fnidnight 
WKZ0-1V 80%, + 85% 62%, 
8 31% 7 15% 38%, 


r 


Advertising Age, May 24, 1954 


Getting Personal 


Walter Graebner, managing director of the London office of Er- 
win, Wasey & Co., has been in the United States the past few weeks, 
contacting the various offices of the agency and the American cli- 


OFF TO EUROPE—Burke Dowling Adams, 
president of the agency of that name, and 
Mrs. Adams board a Scandinavian Airlines 
System plane for a tour of Denmark, 


ents the British subsidiary 
services. He was formerly 
London manager of Time- 
Life, and started his career 
on the Chicago editorial staff 
of Time... 

Bob Benson, KYW person- 
ality in Philadelphia, thought 
things couldn’t get worse 
when three of his children 
came down with the measles, 
another had the grippe and 
he himself had a sore throat. 
Then the Bensons’ pet Irish 
setter became ill and re- 
quired an emergency opera- 
tion to remove three nails, 
two stones, six staples, wire, 
screws and assorted items. 
Mrs. Benson seems to be 
holding up well, however... 

Jack Giesy, manager of 
the Portland, Ore., office of 
Grant Advertising, is the 
proud father of a son, Paul 
Clifford, born on May 32, This 
is the Giesys’ first child. Mrs. 
Giesy was formerly associ- 
ated with House & Leland... 
Mrs. Hal (Mary Margaret) 
Short of Hal Short & Co. re- 
ceived the honor of Portland 


France, Spain and Great Britain. = 
Citizen of the Week for out- 
standing achievement for the Mental Health Assn... 

Anderson & Cairns, New York, has honored six staff mem- 
bers celebrating job anniversaries ranging from ten to 25 years. 
In order of longevity they are: Beatrice M. Dikeman, head of the 
media checking department; librarian Roberta K. Lambrecht; v.p.s. 
Karl Knipe, John N. Jackson, James Cumming and copywriter 
Marjorie Bailey .. . 


HOBBY SHOW—Judges Roger Grauman of C. R. Grauman Studio, and Dick Boyer, 

Dick Boyer Studio (left), view three winners in the second annual hobby show held 

by Henri, Hurst & McDonald, Chicago. Holding their entries are C. T. Kelley of the 

art department; Jim Sherburne, copy department, and Paul Bokor, shipping room. 
Jane Bramberg, a secretary, won a prize for best work in photography. 


Another long-termer, Barnett G. Satz, in the control department 
of Kudner Agency, was honored last month by fellow quarter- 
century co-workers. Agency president James H. S. Ellis presented 
Mr. Satz with an engraved watch... 


Leone Gay Howard has married Alfred J. Miranda III of Camp- 
bell-Ewald Co., New York ... WRUL president Walter S. Lemmon 
was featured speaker at the World Trade Day dinner in Cleveland 
may Ts <s 


Clarence L. Jordan, exec. v.p. at N. W. Ayer & Son, is the 
new chairman of the national advisory committee on public rela- 
tions for the Community Chests and Councils of America. He suc- 
ceeds Time publisher James A. Linen... 

Robert Otto & Co. account executive Oscar Reinosa is on a busi- 
ness trip through Central and South America visiting 40-odd agency 
clients . . . Bill Treadwell, p.r. director of Leo Burnett Co., repre- 
sented the American Public Relations Assn. at the recent interna- 
tional convention held by the British Institute of Public Relations 
at Stratford-upon-Avon ... 


Maury Wise Kellam, advertising salesman for Norfolk Newspa- 
pers for 40 years, received a plaque a couple of weeks ago from 
Norfolk, Va., merchants at a 75th birthday testimonial... 

Elisabeth S. Buehl, partner in Buehl & Associates, and president 
of the Advertising Club of Akron, won the Republican nominetion 
for representative to the General Assembly of the State nf Ohio 
in the Ohio primary election on May 4... 

Sterling C. (Red) Quinlan, v.p. in charge of WBKB, Chicago, 
and Mrs. Quinlan became the parents of a second son, born on May 
11 in Michael Reese Hospital. ..The collection of contemporary art 
treasures for which the offices of Earle Ludgin are famous, left 
their Chicago locale early in April for a five-week exhibition at the 
Corcoran Gallery in Washington... 
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~ Newspapers Combined ! 


= During the first quarter of 1954 the San 


More Department 
Store Linage Than All 


Other San Francisco 


Francisco Examiner published 1,398,782 
lines of department store advertising. The 
three other daily newspapers and the other 


Sunday newspaper combined carried 
1389794 lines. 


The Examiner leads all the rest by 8,988 lines. 


What better yardstick is there of a news- 
paper's pulling power than the overwhelm- 
ing choice of local merchants? sumorty sedia Records 


THE SAN FRANCISCO EXAMINER 


First in news, circulation and advertising. 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
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“ALL AMERICA TO 


Here are four of the most effective 
tools ever designed for the most 
effective vehicle in all advertising. 
No other network can match any 
one of these tools—yet Mister PLUS 
operates all four of them for 

clients of the MUTUAL Network. 


| STATION-PLUS 


A network of 570 radio stations, 
far and away the largest of all 

—to bring your sales voice closest 
to the most people in the 


most markets in all the 48 states. 


| MARKET-PLUS 


A total of 328 markets where no other 
network has a station, where 

other media penetrate but sparsely— 
and where Mutual is a home-town 
neighbor to 8,000,000 radio families. 


A steady rise in client endorsement— 
more and more stations per 

hookup (up 34%,’54 vs. ’51), more 
and more dollars in program- 


time billings (up 10%, ’53 vs.’52). 


VALUE-PLUS 


} SPONSOR-PLUS 


A steady decline in cost-per-thousand 
(lowest of all networks in average 
evening commercial)—with 

actual delivery of more radio homes 


than Top-Ten programs reach. 


2k ee 


YOUR SALES 


MUTUAL 


the network for 


radio.... PLUS 


NEW VORK .. 0.2200. LO 4-8000 


CHICAGO ....... , WH 4-5060 
LOS ANGELES..... HO 2-2133 
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No halfway measures necessary when you use color in 
the South Bend (Ind.) Tribune. Full r.o.p. color is 
available any day of the week. The most modern equip- 
ment and 18 vears of experience in color printing 


Advertising Age, May 24, 1954 
ATA Revises Hand Book Newest Pick-N-Pay 
The Advertising Typographers 


Assn. of America has revised and Store to Open with 
enlarged its “ATA Advertising 


Production Hand Book,” written Godfrey's Backing 
by Don Herold and first published | 

in 1947. The new 90-page book, CLEVELAND, May 18—One of the 
entitled the “ATA Hand Book,” best publicized openings of the 
may be obtained by advertising Year is coming up for Pick-N-Pay’s 
agencies and cther buyers of ad- | newest supermarket, which will 


assure top-quality reproduction. Find out how your vertising typography through 
their ATA typographer or from 
the ATA, 461 Eighth Ave., New 
York, for $3. The book is available 
to schools and libraries at $2.50 


per copy. 


investment in color can pay off in this great market. 
Write for free market data book, ““Test Town, U.S.A.” 


— Che 
Soulh Mend 


Flex-Let Starts ‘Life’ Drive 
Flex-Let Corp., New York, will 

run 26 quarter-pages in Life for 

its line of watch bands and other 


/run through Christmas. The second 
13-week insertion begins next 
March and runs through the June 
13 issue. Ben Sackheim Inc., New 
York, is the agency. 


—Cribune eat 
7 Counties, 1/2 Million People 


F. A. Miller — Pres. and Editor Franklin D. Schurz — Secy. and Treas. 
STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


men 
can’t 
resist her 


3 


The younger ones court her, the others indulge her. She’s sitting pretty, 

but she’s not sitting still! Attention just calls for action from her—a build-up of 
more-power. More wardrobe, more prestige, more personal appeal—not to 
mention more goods for her hope-chest and more giits for her marrying friends! 


And happily, her young-woman’s yearning power is matched by her 
bankroll—and Dad’s. 


Irresistible? You bet. Especially to smart advertisers who find that their 
devotion to her—in Seventeen—pays off! 


How about you? 


seventeen sells! 


There’s one best way to reach 7,500,000 young women in their teens 


jewelry items. The first ads break | 
in September and the drive will) 


'get promotional support from 
Arthur Godfrey, his cast and his 
sponsors. 

From his CBS studio in New 
York, Mr. Godfrey will press a 
button to open the electric eye 
doors of the new supermarket in 
the Sheffield-O’Neill shopping 
center near here. The opening 
ceremonies will be staged May 24 
during the star’s simulcast. An- 
/nouncer Tony Marvin will be on 
hand to describe the scene to the 
broadcast audience. 

The week of the opening the en- 
tire Pick-N-Pay chain of 15 stores 
will feature a big “Arthur Godfrey 
Sale” stressing products whose 
makers are sponsors of Godfrey’s 
programs with storewide display. 
Featured products will include 
Adolph’s meat tenderizer, Bufferin, 
Esquire boot polish, Kellogg cere- 
als, Kleenex, Lipton tea and 
Frostee, National Biscuit products, 
Pepsodent toothpaste, Pillsbury 
flour and mixes, Scotch tape, Star- 
Kist tuna, Good Luck margarine, 
Vitalis and Toni home permanent 
and Creme rinse. 


@® All the “little Godfreys” will 
participate in the salute to the new 
supermarkets by dedicating vari- 
ous numbers to the products being 
'featured in the sale. 

Pick-N-Pay will advertise the 
|}opening and the week’s sale with 
| radio and tv spots and full-page 
ads in Cleveland and suburban 
newspapers. Some 200,000 hand- 
bills will be distributed to house- 
wives. Shoppers may have a pic- 
ture of CBS’ favorite redhead for 
the asking. 

The CBS stations in Cleveland— 
WGAR (am) and WEWS (tv)— 
both will give heavy local support 
to this event. 


Liggett & Myers Cuts Price 
of King-Size Chesterfields 
Liggett & Myers Tobacco Co. has 
cut the price of its king-size Ches- 
terfields to dealers by an amount 
equal to one-half a cent per pack. 
The company’s previous price of 
$9.35 per 1,000 cigarets has been 
cut to $9.10 per 1,000. Most retail- 
ers are expected to keep the half- 
cent margin, rather than‘cut retail 
| prices. 
This price cut on Chesterfields 
|follows by about a month a price 
|cut of 4¢ a pack on the company’s 
|L&M filter-tip cigarets (AA, April 
|5). Price to dealers was cut hack 
from $12 per 1,000 cigarets to $10. 


| 

ABP Weighs Atom Bill 

| Associated Business Publica- 
|tions, in a letter to Rep. W. Ster- 
‘ling Cole (R., N. Y.), chairman of 
the joint congressional committee 
‘on atomic energy, has supported 
one section of a proposed amend- 
/ment to the Atomic Energy Act of 
/1946, while taking exception to 
|another. ABP praises that part of 
_the new bill which advocates dis- 
_semination of scientific knowledge, 
‘but takes issue with that part 
which would require publishing 
personnel to ascertain in aavance 
of publication whether informa- 
tion is restricted. 


_Announces Moratorium Plan 

| Diamond Hosiery Corp., New 
York, has announced a summer 
|moratorium plan for Fruit of the 
‘Loom nylons. Under the name 
“BSP” (Buy now, Sell all summer, 
Pay Oct. 10), the plan reportedly 
will enable retailers to do two to 
three times their normal summer 
‘business since they are able to 
‘carry complete stocks without, in- 
vestment. 
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The group with the Sunday Punch 


Rotogravure « Colorgravure 


The three compact city and suburban markets of In these concentrated, far-above-average sales 


New York, Chicago and Philadelphia account for areas, the family coverage of General Magazines, 
18% of Total U. S. Retail sales, % of Drug sales, Syndicated Sunday Supplements, Radio and TV 
Ys of Food sales, ’% of Furniture and Appliance thins out. In these three top markets there is 
sales, and over 4 of total U. S. Apparel sales. no substitute for FIRST 3 MARKETS’ nearly 


2-of-every-3 family coverage. To make your ad- 
vertising sell more where more is sold... it’s 


Mew Werks Senter Blows FIRST 3 FIRST. 


Coloroto Magazine 
Chicago Sunday Tribune 


Magazine 


Philadelphia Sunday Inquirer 
“Today” Magazine 


New York 17, N. Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 ¢ Chicago 11, Ill, Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 ¢ Los Angeles 17, Calif., 1127 Wilshire Boulevard, MIchigan 0259 
————$——— 
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Go down the latest Nielsen daytime 
ratings and check the top-rated shows. 


One after another, they’re CBS Television! 


One after another, you’ll find the first 41 
on CBS Television*...if you count the 
two shows moving here in a few weeks. 


In all broadcasting history, no network 
ever had so many. Or such a solid basis of 
effectiveness for advertisers. 


Daytime television—now in more than 
30 million homes more than 80 minutes 
a day—builds its biggest audiences 

on CBS Television. Its average rating— 
11.2—is 67 per cent higher than on 
any other network! 


And as day follows night, America’s 
leading advertisers use far more daytime 
hours on CBS Television...more than 
on any other network by 72 per cent. 


Get daytime display where more of your 
customers are watching more of the day- 


time—on CBS TELEVISION 


*Based on First April NTI advertiser segments, Mondays 
through Fridays to 5 pm, while daytime rates apply. 
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LONDON, May 18—The reign of | 
the surly butcher will end here =i 
July 3. Meat rationing, the last of | 


years have seen a 30% decline in 
the meat consumption of the aver- 
age Briton. It will take the Minis- 
try of Food about six months to 
return the entire marketing ma- 
chinery to private hands. A British 
resident is presently restricted to 
30¢ worth of meat a week. What 
ad can you buy for 30¢? About three- 
f fifths of a pound of first-grade 
steak or a pound of hamburger. | 
my Controls are maintained by having | 
the housewife register at one| 
butcher, where she does all her 
buying. The tyranny of the butch- 
er in his sawdust emporium is the 
subject of many jokes. Beginning 
July 4, though, his guaranteed 
market goes out the window. He 
a may even meet a customer who) 
ss talks back. 


Unnecessary, hidebound secrecy 
about business operations is not 
uncommon in Britain. It was there- | 
fore quite an event when London’s | 
famous Stock Exchange threw 
open its doors to the public for the 
first time last Nov. 16. A glass- 
enclosed gallery, looking exactly | 
like a radio control room, has been | 
erected over the trading floor for | 
the general public. 

The gallery is open daily from | 
10:30 a.m. to 3:30 p.m., and ad-| 
mission is free. A visitor passes 
through an ante-room which has 
large wall charts explaining how 
the markets work and how the ex- 
change benefits the nation. 

From the gallery itself one looks 
down and sees hundreds of dark- 
suited men scurrying back and 
forth over a dusty, wooden floor. 
Here and there you can spot a silk 
hat. But on the whole, it’s unexcit- 
ing. There are certainly no revela- 
tions. The inevitable question aris- 
es: why all the secrecy for so many 
years? More than 1,000 curious 
persons came on opening day seek- 
ing an answer. Traffic was heavy 


Letter from Europe 


By Milton Moskowitz 


the gallery. There were no more 
than 10 persons in it. 
This public relations 
the wartime food controls, dies on catching. Now the stock exchange 
| that day. Rationing of meat began |at Manchester has decided to allow 
| March 11, 1940, and the past 14|visitors. A public gallery opens 
| there this week. 


The business downturn in the; 


U. S. is beginning to show up in 
‘British trade figures. Car exports 


to America, down 5,000 in 1953, 
were off another 2,000 at the end 
of this year’s first quarter. Even 
that staple dollar-earner, Scotch 
whisky, shows a slight drop; U. S. 
imports are down almost 10%. 
Nash Motor Co., however, is fill- 
ing the gap nicely by having its 
new Metropolitan made here by 
Austin Motor Co. Nash has already 
ordered 32,000 of these light cars, 


which retail for $1,440. The entire 
British motor industry has never 
been able to sell that many cars 
in one year in the U.S. Austin says 
it is now producing at a $1,000,- 
000-a-week clip. 

® » * 

The British Transport Commis- 
sion recently became involved in 
one of those delicious advertising 
rhubarbs. One of the unwritten 
laws of British advertising is that 
you don’t “knock” competitors. | 
Acting on this principle, the com- | 
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mission turned down a number of 
slogans which the Birmingham 
Temperance Society wanted to use 
on posters. Among the rejects 
were: 

“One for the road may be one 
for the grave.” 

“You cannot drown your trou- 
bles in drink—they swim.” 

“To motorists—alcohol produces 
progressive paralysis of judgment 
and this begins with the first 
glass.” 

The temperance group came 


throughout the first week. We re- 
turned last week to see how things 
were going and had free run of 


Sunbonded 
DAY-GLO 


lasts at least 
twice as long! 


@ Specify new Sunbonded 
DAY-GLO for your 24- 
sheet posters, bus cards, 
outdoor banners, taxi 


posters and other outdoor 
paper or cardboard ad- 
vertising. You'll get twice 
the sunlife of Regular 
DAY-GLO—even under 
blazing summer suns! 


SWITZER BROS., INC. 
FIRST NAME IN FLUORESCENT COLORS 
4732 St. Clair Ave. + Cleveland 3,Ohio 
IN CANADA: STANDARD SALES COMPANY 
4097 Madison Avenve, Montreal 28, Quebec 
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bearing the slogan, “Temperance 
Is Best.” The temperance people 


down hard on the transport au- 
thority (a government-owned en- 
terprise), charging partiality to 
the brewers, who have plastered | * * ey 
sites with “Beer Is Best” posters.| The British Travel & Holidays 
Several newspapers rallied to the| Assn. has been roundly criticized 
support of the temperance society.| here for the “Come to Britain” ads 
But the transport commission | which are appearing in the U. S. 
stood firm. Moreover, it got the full| Critics, led by Punch, say the ads 
backing of the British outdoor ad-|draw a completely unrealistic—and 
vertising industry. J. H. Brebner,|not too inviting—picture of the 
chief p.r. officer of the commission, | country. A good number of Ameri- 
said he would be perfectly willing|can tourists still come to Europe, 
to accept any number of posters | head straight for France and never 


;touch this fair island. 
| Britain is trying to entice them) 


‘than 130 historic mansions—still | 
/owned and inhabited by noblemen 
|—have been turned over for tourist 
| exploitation. Visitors pay 35¢ a 
‘head to see each one, and according 
‘to the Financial Times, these homes 
may gross $700,000 this year. 
They are really a big business, 
fitted out with car parks, restau- 
rants, colored postcards and cata- 


| 


‘logs. Hatfield House, home of the 


took 


Marquess of Salisbury, in 
$20,000 last year. One of its at- 


haven’t taken him up on this yet.| with a pageantry appeal. More tractions is a slot machine which 


dispenses a book of matches with 
the Salisbury coat of arms and 
the family motto: “Late but seri- 
ously.” 

. & * 

Our nomination for the merger 
of the year: Miss Anne Dubonnet, 
22, engaged to marry Claude Fous- 
sier, 34. She is the daughter of the 
French aperitif king. He is com- 
mercial manager of Coca-Cola in 


CONCENTRATE IN... 


Cg @ 4 cHILTON PuBLication, 


the most powerful 


industrial magazine in the world 


1 METALWORKING'S MIGHTIEST WARRIOR IS THE IRON AGE. Year after 
year it carries more pages than any medium in the field. Behind these pages 

of proof-positive superiority — thousands and thousands of discussions, studies, 
analyses, comparisons and decisions by directors, presidents and v-p’s, 

sales and ad managers, account executives and media buyers all concerned 

with making the one best buy... and all arriving at the same 
answer — THE IRON AGE. It's no single sterling asset, but a 
powerful multiple of strength . . . a dominant 97% buying 

power coverage, greater plant coverage and total 

circulation — and an editorial superiority that means 


“this week's news and prices this week.” 


100 EAST 42 STREET. NEW YORK 17, N. ¥. 


37 


France. His father is a director of 


the Pernod business. Some cock- 
tail! 


Women’s Adclub Elects 


Virginia Beals, with the local dis- 
play advertising department of 
the Minneapolis Star-Tribune, has 
been elected president of the Wom- 
en’s Advertising Club of Minne- 
apolis. Other officers elected are 
Gwen Harvey, program director, 
WCCO-TV, v.p.; Beverly Prevey, 
Marjorie Childs Husted & Associ- 
ates, secretary, and Kay Runyon, 
WLOL, treasurer. 


Kerrigan Joins Pines 

Robert J. Kerrigan, formerly 
with Macfadden Publications, has 
been named to the eastern sales 
staff of the Pines Women’s Group, 
New York. 


American Tractor to Andrews 
Andrews Agency, Milwaukee, 
has been appointed to handle 
advertising and sales promotion 
for American Tractor Corp., 
Ft. Wayne, Ind. 
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|, the annual 

IRE DIRECTORY, a complex radio- 
electronic industry is organized, 

coded, simplified and “indexed for use.” 
Men, firms, products —all are listed as 
vital working information for 30,000 IRE 
members whe feed on facts to give their 
vast industry even greater growth. 


| Never before has there been such 

| need for standardization of products 

| used, bought and sold in the 
radio-electronic field. The IRE DIRECTORY 

is pioneering and helping to establish 
industry-wide product standardization 
including definition of terms. 

Because of its recognized service to 
engineers, because it is their industry 
encyclopedia, the IRE DIRECTORY 
is your basic selling medium in which 
one message works 365 days of 
the year, In planning next year’s 
budget, set aside sufficient funds 
to put your best facts forward in 
the 1954 IRE DIRECTORY. 


Engineers are educated 
to specify and buy. 


Published by 
‘The Institute of Radio Engineers 


Adv. Dept., 1475 Broadway, 
New York 36, N. Y. BRyant 9-7550 
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Effective Ad Drives 
Must Rally Support 


of Retailers: Moses 


CHICAGO, May 18—To be effec- 
tive, advertising must get dealer 
support—and dealer support can be 
gained only by offering the retailer 
a strong sales weapon. 

This statement, “the key to good 
merchandising,” was made last 
night by Lionel Moses, v.p. of 
Parade Publication, at a meeting 
of the Merchandising Executives 
Club. 

Mr. Moses said that only the re- 
tailer can give the consumer a 


PUBLISHERS 


Established representative invites 

publishers’ inquiries regarding cov- 

erage of Middle-West territory. 
james k. millhouse 


PUBLISHERS’ REPRESENTATIVE 
5124 W. Irving Park Rd., Chicago 41, Ill. 


chase. 


s To illustrate his point, Mr. Moses 
said Eight O’Clock coffee outsells 
the two leaders in the coffee field 
—Maxwell House and Chase & 
Sanborn—in A&P stores because 
‘it is given 100% dealer support. 
| “It is not enough for a dealer to 
just carry your product,” Mr. 
Moses said. “The item must be 
both carried and sold. 

“A good retailer never buys 
merchandise as such. He buys 
products that will increase his 
profits. And one of the best meth- 
ods of getting a retail selling effort 
behind your product is to show the 
dealer that it will add to his store 
traffic.” 


ws According to Mr. Moses, Star- 
Kist tuna’s contest promotion, of- 
fering free trips to Hawaii, was 
successful because it was aimed at 
building retail store traffic. 


buying impulse at the point of pur-| his product can be used to increase | 
store traffic. But Mr. Moses added | 
that a manufacturer must support 


his salesmen with a sound adver- 
tising program and training aids 
which will give them adequate in- 
formation about the product. 

During a question and answer 
period, Mr. Moses said he expects 
an increase in the number of pri- 
vate label brands on the market. 
He said private labels will not re- 
place accepted products, but will 
cut into their sales because adver- 
tising costs are less and the mark- 
up is greater. 


ABC-TV Adds 7 Stations 

Seven more video stations have 
affiliated with the American 
Broadcasting Co., bringing the 
network’s total to 196. The new- 
comers: WAPA-TVs San Juan, 
Puerto Ricc; WALB-TV, Albany, 
Ga.; WGAN-TV, Portland, Me.; 
KGEO-TV, Enid, Okla; WMAZ- 
TV, Macon, Ga.; WKST-TV, New 


Mr. Moses said it is the job of Castle, Pa., and WTIK-TV, Dur- 


the salesman to show retailers how | ham, N. C. 


NEAL GILLIATT, v.p. and group head at 


McCann-Erickson, has been appointed as- 
sistant manager of the agency’s Chicago 
office. 


Faselt Transfers to Chicago 

Robert W. Faselt, account execu- 
tive of radio sales for Free & Pet- 
ers Inc., has been transferred from 
the New York to the Chicago of- 
fice of the radio and television 
station representative. 


Customers Go On the Storepath 


After a commercial is chanted from the KVTV wigwam, 


customers rise and storm trading posts in 31 Iowa, Nebraska 


and South Dakota counties, where annual retail sales climb 


to $653 million. For example, ten thousand people turned out to 


see a model home advertised on KVTV recently; the 


Capitol Theater’s biggest hit in 14 months, (“Long, Long 


Trailer’) was promoted on KVTV; “Range Rider” response to a 


special offer put KVTV in “place” position in a recent test of 


several stations; Skippy Peanut Butter sales are up 75% 


in this area, thanks to KVTV promotion. For more big 


medicine, pow-wow with the Katz Agency. 


When Sioux City Sue Beckons 


CBS, NBC, ABC & DuMont 
Represented by The Katz Agency 


KV 


SIOUX CITY, IOWA 


KVTV. a Cowles Station, is under the same management 
as WNAX-570, the radio station that for 30 years has 
successfully served one of the world’s major agricultural 
regions, the five-state area known as Big Aggie Land. 


Advertising Age, May 24, 1954 


Railroads Follow 
Airlines, Embark on 
Family Rate Plan 


Cuicaco, May 18—Despite talk 
by airlines officials that family 
rates will have to be increased to 


'|meet rising costs, a number of the 


nation’s railroads are about to em- 


~ |bark on their first cooperative ef- 


fort to offer families ‘substantial 


'|savings” if they travel by train on 


Mondays, Tuesdays or Wednes- 
days. 

The combined plan goes into ef- 
fect on the western roads May 31 
and on the eastern roads June 1. 
All the western railroads except 
the Southern Pacific, Missouri Pa- 
cific, Texas & Pacific and Western 
Pacific are taking part in the plan, 
as are all eastern and two Cana- 
dian roads. Southern roads are not 
included as yet. 

Meanwhile, the pioneers in the 
family plan field—the airlines— 
are considering a revision in their 
procedure. C. R. Smith, president 
of American Airlines, originator of 
the family plan in 1948, has urged 
that the program be rev:sed to pay 
for added equipment that the na- 
tion’s airlines have put into oper- 
ation. 


s Under the system agreed upon 
by the participating railroads, the 
head of the family pays full fare 
on a one-way ticket, but his wife, 
and children between 12 and 21 
years of age, travel for half fare 
each, and children between 5 and 
12 years for quarter fare. On 
‘round trips, the father would pay 
‘full fare, wife and children be- 
tween 12 and 21 years travel for 
one-way fare each and children 
‘between 5 and 12 years for one half 
of a one-way fare. The arrange- 
‘ment, of course, only applies to 
travel on Mondays, Tuesdays and 
Wednesdays. 

Although a somewhat different 
rate arrangement was used, the 
family plan of rail travel was 
‘started Sept. 21 by the Santa Fe 
Railroad. Other roads followed 
Santa Fe’s lead but the new plan 
is the first cooperative family rate 
effort. Santa Fe has reported that 
its family plan has increased busi- 
ness since its inception. 

Railroad officials believe the 
family plan will aid the roads in 
their “tough competition” with 
auto and air travel. 


Calso to Push ‘Detergent’ Gus 

California Oil Co., Perth Amboy, 
|N. J., subsidiary of Standard Oil 
| Co. of California, will introduce its 
‘new detergent-action automotive 
| gasolines, both premium and regu- 
jlar, May 24 through distributors 
_and service stations from Maine to 
| Virginia. Advertising calls for use 
‘of about 900 outdoor posters, co- 
|}op ads in about 200 newspapers, 
and local radio and television spot 
programs in selected markets. Bat- 
ten, Barton, Durstine & Osburn is 
the agency. 


Monsanto Offers Films 

The plastics division of Mon- 
santo Chemical Co., Springfield, 
Mass., is offering to ietailers the 
| first two films in a series of home 
|service movies designed for in- 
|store demonstrations and _ sales 
| personnel training. The 12% min- 
‘ute color films now available are 
“Kitcheneering” and “Transfor- 
|magic’”’ (on bathroom decoration). 


William Penn Cigar to Y&R 
William Penn Cigar Corp., New 
York, has appointed Young & Rub- 
icam, New York, to handle its ad- 
vertising. The company has not 
had an agency in recent years. 


‘Murphy Joins ‘Bride’ 

John C. Murphy, formerly with 
Fletcher D. Richards Inc., has 
joined the advertising sales staff 
of Modern Bride. 
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JUNE 11, 1954 


With covers and some pages in color, IMPROVISATIONS 1954 is a valuable 
and unique collection of fine lithographs, cach one suitable for framing, 
size 19 inches by 24 inches. The book is made possible by generous 
cooperation of artists and their respective sponsors, who have given the 
artists complete freedom in their choice of subject. IMPROVISATIONS 1954 
is given to couples attending the ball. 
The Masquerade Ball theme: “A MIDSUMMER NIGHT'S DREAM ” features dancing 
in the 1020 Art Center Garden, an open house in the Art Center, a new 
exhibition of painting and sculpture, refreshments in the Poet’s Corner 
and the Garden, artists and models and guest stars, a Grand March 
with prizes for costumes, decorations especially created for the Center and 
Garden . . . everything to make a most memorable occasion of June 11th. 
We urge you to mail your check today for a Patron’s ticket, 
$25 (admits two) or general admission tickets $10 per couple. 
Artists Equity Fund Inc., 1020 Lake Shore Drive, Chicago 11, Superior 7-2959 


Following our established policy of encouraging activities 


Artists 
who have offered 

to create lithographs 
especially for 


IMPROVISATIONS 1954 


FRANZ ALTSCHULER 
RAINEY BENNETT 
FRED BOULTON 

TED CARR 
ELIZABETH ENGELHARL 
JOSEPH FEHER 
RICHARD FLORSHEIM 
ROLAND GINZEL 
MORTON GOLDSHOLL 
HAROLD HAYOON 
MARGO HOFF 
HARRY HULT 

MAK KAHN 

ELLEN LANYON 
JUNE LUKOSH 
MARTYL 

FRANKLIN MCMAHON 
EVERETT McNEAR 
HARRY MINTZ 

PAUL PINSON 
TAYLOR POORE 
JOHN RICHARDSON 
JOHN SOLARZ 

FRED STEFFEN 
MICKEY STROBEL 
IRVING TITEL 

JOYCE TREIMAN 
AILEEN TRUMP 
MARION WiTT 
HARRY WYSOCKI 
ZEKE ZINER 


in the Graphic Arts, this space is contributed by COLLINS, MILLER & HUTCHINGS, INC. 
America’s Finest Photoengraving Plant 
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WONDERFUL CITY 


Though visitors scan it—and pan it as sinful 

And p»riters revile it and style it a rat race 
And others regard it as sort of a bin full 

Of lunatic mixtures of this race and that race, 
I sing of New York with a resonant ring 
For it’s “no mean city’’ to sing. 


Despite the Bronx cheers for the Bronx, and the spleens 
That canker with rancor at Brooklyn and Queens, 
Manhattan and Richmond—by daylight or dark, 

From Coney and Brighton to Van Cortlandt Park, 
Despite all the wrath that the critics uncork, 

The scowls and the growls and the howls at New York, 
Despite—or because of—these barbs that they fling, 
Pll loudly and proudly and stubbornly sing 

A paean of glee in my bein’ a guy 

Whose rent for a flat in Manhattan is high 

But worth it, and—“NUTS to the knockers!” say I. 


Nuts to each knocker and sneerer and panner, 
Needling New York in the same corny manner— 
“Expensive, intensive with crowds”—and I quote: 
**An unstable Babel whose voice has a note 
Mendaciously mad, unveraciously gay 

And brazenly strident’’—well, that’s what they say. 


Okay, let ’em say! Let ’em spatter and spill 
Their caustic remarks as they choose; 
Us hardened New Yorkers undoubtedly will 
Agree with a lot of their views, 
Agree that we’re rude, pushing, shoving—and shovable, 
Allow that the air and the pavements are gritty, 
Admit that the decibeled din is deplorable. 
But—Where are the women so pretty? 
Where’s a more oddly and giddily lovable 
Dippy, adorable 
City?” 


Take any view of it—everything’s true of it— 
Town that is generous, gentle and tender, 

Town without conscience or mercy or pity, 
Reeking with squalor and shining with splendor, 

Wicked and worthy and witless and witty, 

Lonely, gregarious, sad and hilarious, 
Huge, multifarious 
City! 


Gothamites savor the woe and the weal of it, 

(Visiting firemen just ain’t got the feel of it) 

Sensible people can’t sense the appeal of it 
But—from this nut comes this lunatic ditty, 

Chanting our tragical, magical, blunderful, 

Jittery, glittery, powerful, plunderful, 

Tonic, moronic, sardonic and wonderful 


CITY! 


—— Written for the New York Journal-American 
by Berton Braley 
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n this fabulous city of contrasts .. . this peerless complexity 
of a hundred markets in one . . . the New York Journal-American has always been 
read by far more families than any other evening newspaper. 

Reaching 41 of every 100 New York families who read a metropolitan 
home-going newspaper . . . the Journal-American’s overwhelming city and suburban 
circulation leadership has established it as a “must” for advertising success in the 
world’s greatest market. 


NEW YORK 
a) SS 


A HEARST NEWSPAPER 
NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


Fh tes ee eek aon d'or Lee OOM nd eee eee es Oe a Sk Seas aoe ey aS i pa, ose hl ea ee GARE TL MR bs ee MES Ds sin Mae Me Byte a EtG 
MEN as ee. Ee ne ag eee ee RR TG wc MSeaT A Mae ete a ee oee ih, wag eines pt Ra Sinitoan Pe tes Vege A of Te as Bre rae yr ds iam ae Sahay ote ees Bes ghee Sen 
i iy tae 5 FON Ve ye Lee Po anny Oh Chetan ins pes Mina ok ON UAT dite teen ort ee ie nite ame Is. eee Cae) ar ieae ee PERC me ge mcs) Sos ea oe Cun po ae ee ; » Se EIN 6 Tee i SON ck Ae tel Aad SESE a 5 ie EA a Iie ee ace Ct Ee 
af 3h 2 Se ae ee ee Mitte NUT Nd Ear i gh Mae asic AOOE NSS Rieree nh Sti SL ay Be a caiahs Rue ce Abi ee ean ch) eek oth Sat 3 eee oe OM mia teat rates Pe ies Ciao Pee ar ck ies he i A Pie ME Phat s a sce aBn Ne oe nc a Measiola py ake 
ra Pat 4 cr Le Ces BO ONG RESCH fae er os Pee me NaN cota Rv ca SUR wg y oe a Rien 1 se gaye ce Oe AER ee Fog Ne ears ee od ben aes ues a ica aA Se UE ee Bees eh Saati tag Die Sens «Glee hee BN 
oa Pee a Aa ee Sy pot ieee sees | he. sd eat ae Yo Mie iar ata hes Depends Yr iememeen ee, 2 Bras toe area Fy Pe eee ct ee aa Gaye Pca a pa nett fc. ea te a eee ae te : : ds 
mA Os RN cc ee i a Temas > Pa ee Cree eee ih BA 2 ae a en od age eh ne oo 
ee per is Wee mt aaithes tA 73 F : i jaan 
F Bas ote ea i se 
Hg amr a, a 
Sone ae ° | 
or BEM =o mi tf = : eet re - " : ee ia : my ae — > = 32 < ts 2 y a 2 4 = me: ‘ 
coe - * ag | ir ee > my. : ae a} ; ; : * 5 Ae eee aa " ‘Seer ae 
— = oe! inte: ' a oer oe ies oe > * Re a sa eve cats 
iif . a on a i ae i Se ee ae te a = : : : ¥ ' oa So e 2 Sa o a wie 
ee ‘ a 2a ee gee a aN re oo eee fF — oe 
UU Pee mee Sa a 4 12 . Se a ih dete aah ae eee ae 2 : : BES = J a oR 343 ee ai 
ee — ere ee aoe © Pa ee Se. ~ We o i aa a Ge 
pipes Jha dy 5 : “ah =. .-} fag’ a ih ee cas bygier Sec) rai, Ape ees ae eT : ¢ al: . ‘ 4 oe 

hiya Se wae™ 4 ~ 3 ear es f 7 : " : eye ge on et cael oe in le r "= 

bok ae * 1 iN , ~~ ig oR mn : ies. a Masi ee ‘ ~ = — wee oe “ ae wT s 

Nis IN Ree 32 : ong ct farmer neon gfe y . - RNID i Sant Saige we woke aS ‘ 

ee ak oe: “ey 4 ‘4. 4S & wi, } £m ¥ ee an a | are ee # , ’ 

ek Re egl si re ae Sg Bes Se : via ho aeeare oe ; > ) ee . 7 r - ; 

ae ; ioe Mee Se ; emcee ae : " . « tee inegisee: eee ; ; s ae « 

- : P aes ‘ : ‘ _ ad j ss ‘ - oo Wa i ss ma 

ah. 4 ke SO € i Foaa , * s a 
7 hg mee, . : : “ * + iy ee 

ee } ne Se , 2 : ae - 4 

= ; “See ae eg Le a a 2: 

4 ¥ ro “So ee, he 3 : - s — ~*~ Sf 

é iy kt Pee eee 5 > * oe < : . veil 8 

pen se a Pe os ~*~ Lay. ane = ©, “2 by beets: ale F 
Peas = ‘ ; ps a , aan mae Se 2 2 , Pits 4 rr’ & z : e. g 
ae ae sd Sy ae WAL oc)” ae} | 
ee . ae - * . ’ - be : . 
ae . Set Vie Aare vi 7K iy: 4 
. ie, tied | A!) Pr | wh» bam Aw} : 
ee 4 ; 4 4 ee —_ iS a ’ % 7 » : 7 = Ps a 3 3 a F 
ie on » 4 +& x i ° ia vo a ud : . oe oe * id "y Se e he : i on aaa a d +2 a ll 4 
pie ey eS ‘ i rit ee Soe © os . 5 

7 "ll aa a j ‘y e tis cd ae + be a ~ Mas a “~~ casei .? . ~ eS é «} $ as ea. ee xt f * & 7 

aa - Pe teak” ‘ ‘ 2S. ae an 4 te & ae ‘ -~ bo j ; 3 ~ ae eee ae pits 4% we ae 

fe : ee Tes ‘ | ee , : wae . Mc a { i a — mic. Se es 7. ee pes E cel a4 - Pg oe ; . , 

are | ee, Ton 4! g: mA}. ee * ere os RS ee 4 Pe . nee 

' Toes a, . ’ nn Fj if ere gg WIE ee 2 ct 

} a nt ; 4 ‘ eee ve + — é M3 Ve, A * j le ; i si ? + Saale oe " ei J % oe 
} th es of a2. F 4 ’ par Oe ie, 4, wt . TPs, ty a ch -* ~ ‘ are at ot s Pd La oe = Mg ae , Bae 
1} - t. fie: « . e ies 5 RN Bers se a. oe Sm Te NS Bae | “i 
4 SOs e s * ne soe, we eee i a pe i gt, sine EA eae e Be me os a a2) of cr a 3 « i ; ‘ a Sa 
: ; % ~ sete : ree eee tee . bg * ee go m: i ee So, Te Bt 4 , ety we 5 ord ¥ ae 
fee! on, SU ~  , RO eee ue TCS. pe Me ee ee a ee ; al. oe oe § Bee 
pe Dec ; 1 4 beta 4 Mtg tye ee “ $ reais me eee | we red ee, e re ae: pes ate a ne eet of pale se 3 cf: es : 

5 Te ! : ; : Vita SS q shad j w *. 5 2S. meee fs > ae ware ‘ Fy ea, 

ee tay , | a » oa ; ed , one ee eae 4 ae a : Aaa ‘ . 3 62 ve 

oo ee ae. a a PF) eee hee J c . | aimed ee Ti i SS . a 

feerrse as * » Ser ee hier § Ne 4 ee ge Oe: ie ee eos - as 3 ’ ae | 

ee bs nae. as 2d % ae é bag. 2. ieee ee ae. : 

ec. a ; Te ay ee oe A . ; birt ow U7: & ne GE ose “ia ck — gee ai a 

‘ileal a? : : PAS : F 5 at ; ‘ oe wa. fe i. ry . Fae oy + el ‘ _— oa 

—— psi = ee ee ‘2 ey i ee ; » ee : aa iG ae tt» vad setae a : ae. iE = ee cammoong- eit 
ie ae bes > ee Ont o ” + - . j 1 Vou Bee ia: : ‘ a " > “ae e: a de : + i: FE Fi ; re : ~~ pote 

th : - ees. oo e : * “ 2 3 ,; i E is Gs 3 : : ‘ * es é 4 me ; ¢ bee “a 3 au i = te te 4 a a 4 bs . : 4 . ae 

a ee : Ses ees ae ae os ees : “ se anaes oe ee : : a ee oe . oS ee ~ £- a 

a Perey ees aes . 7 sii fad’ Te | *. re, a a” . mes ye aie Ny #9 ie i, ai est Sia EE ze a i} ; ~~ 5 ys +4 Shes Ly b : _s ae 
evel ene ie etc e a ie BS, he aa ys At. -:. 2 ei... ae A eS “Thomioay  e ; a. sg 

: ea) He ie, y eee: hI <* = oe A eee See “ 3 i | ee ene oe hepa lage =i 7 

ae ‘ - ai eee "ue ‘ es” yaaa a ak ocean i, os” 3 oe af 2) ite  — ten. ; Tr 

Cee af ge j ai ines » a 2 Jas ‘ ? * yin aes BOTS Map co i eet a es + al Sha "tang < as 

Pee gente ompe “a Pa v , , ne se Paes ee ; ‘oo be oer > py ( meee et ea ee es ’ a ee, Se, 7 2 

ey e) ad id ae Pine . zo t. Se he lia i, E> | + To Meee ee 4, St, ee © Ws 

Pewee. + . Py net ee : * * A eo Be + > RO AR rae eae ae ae on : :3 oa *:, ; : 7 — ‘ * i 

a : ' FR hak Oe aT ~ ie (ee See ‘ Sr ee! ef 4’ ay’, PUL 7?) ®e 

Ss a 1 ' + ee es ai % Be eer es: ———et EEE ace ee ee 4 hy ; Sh ein ~ a... 

Bs = , ts ‘ nf. i i ee ‘'¢ tare a4 » . a Te wee ae a . 

ee 3 _ kha ie ; ‘2 or ae — = eee 2 

4 || | a, — ae os ilies Pie... ea! | aa : 

es ic ‘ i : . * ee ft Pt aE i i J : ed fi _ 3 : , ¥ s z = 28 - . - ‘ee - c7. _ a “9 oad re, , g ~ : 

a ates f : at = a e f ae Ss re See ay q wy 4 ae eae 2’ ee. ae . 2 eh 

- ae . eg Fi ‘ ‘ eta cae oe. : oh *> ene -, me i et? & ; i ae ee 

ae ze ' é ee ae 3 oe 4 ‘ a Be : . * 

es eke | :¢ eS Ps he we ion, : <4 a aime fa Geo é was v a \ . me 3 mer Fo. |S ; ic 
Bs % oa ‘ “i a © as - . ee r we gs be te ~ rete, Ww . a S wicaaia _ z ‘¢ 7 ae 
kil Ps #% : 2 ; : Whe ae mak i - “%, ee 4 “i a _ - : oe 7 4 Pad 

sisi = ‘ote : pate idee ee : ; in ea * ye evn oe a 4 7 . aa 

ss | ™ | cu int ene men 7 6 ,*. “a : wed — ." *. i. om et ee r yi 

Sige asi ls ies ae } a wee ates Bes absbiapiner ‘ : id wh —" “* oon . Be ge Sage ie ¥ : 

i ce er ot BS ov x ph f a . ey oun or 4 r ae We ie , ’ > 4 - 
we _ “\ io . fF. ia 1 - | ail ie ‘a. b . sh y di ?, q Pe F fos 
Pe -) he to , See, CUUC<isS:ti‘(‘i‘C SS Bs Fate a a 5s 5 “ee es 
: } ~_ ae 184. wat ae :? oe a oe, mys : ‘ i sas 4 : ee ' aes * — ~ r ot ; 
ea ~ rs ag ae eS. ee iw : 2 Gia ~ i. a Soe ‘yg site 
: 2S ee : ae on agit ia 4 woe ty a . : TS) - ; ae i eee. ayti: 

c 7 : ae: ira Pi 3 ae. ; wet _: = oa re : & - : ri. 

' eat! r ee 5, es si e oe -* 4 ee ot Pe oe « ee § yy se ies a - > * iy 4 : 
Be epee ‘ fq 7 bitsett: | i ee | a J *> 2% = , " ‘ ; ae 
ae : bes . Let a ae S om ie ' ag a e jie is =. 3 
ihe: ne i Son ae : <i) | oe es Se = » ; . “ eet Aa “\ a ss ‘ ‘ ry tiv” a wed 

i ee , een ) ee ee ee eee th ~ ‘ a eS . :* ee noe Ba 
Mee | em rm S40 Sie H oe ge YC eC et pe ee ee x Cues eS ee si J : i eo 
Sess 4 a" tie ie Hi i ae ee | a | ae ah 3 ta. eee a 2 ik ee ‘ ie acon > a ua 
: cca OME ey } 4 gene ae, | Se: tae pe ee ONE . kh . re ee. ee 9 Bat: ‘ —y " Pang 
- ‘ee og. * J : Sse hes Mas  itet Ea ay = = be i bes eng oY _— - ~ — a ah os i bane * * , use 
ay staee “ Sees ee RS oo nag Began ag) AR tee eae are proesiiage Be ie ey ee 7 ’ 4 ‘ 
ee: re eat sofa bite - Tae ye ain: ee nee ‘ H bce F et oe Rh ft es ce ae * ie re il pee le bess - ee LP . ; ‘ ee 

me es area Ne pie cane 9 ee - ig ee © ee eae oe ate ‘Foo eee a. ie eae ei ae y 4 iy 
aaa Bi Secewe* fe Ce ~ ee a garry er ioe : Y wie es i = oe 

Mies lb ; i chem .. AR SE ees Aa <a 33 = \ -$ ia en 
se elie Pay art cag eA ane EY @ ‘ :, a .;) . % is. i ees oS > ee ; + +. oe, ae 
ee ee . ee 3 ‘eo 4 Si: £8 vel TE ee ex, si a .. , iin ai nada ‘ ee : - 4 e's ee 
rae ; W sige sins : | Rnmen cere oy 4 ame ., Fo Tae B ae hae oF Sein te ' ' ‘ 2 ‘ 

Cie Se sisi 2 : bf "te ~All ce = Hy om e, 5 ae pili. ~ 
See Peace tnsesenee > ‘ a 4 ae Oe eae oe PF ag ae * Se - ae : . : 
aoe SRS ; Pe pe ~ : rg. , ; * ‘a’ sees: Sia . a ‘ H i) 

4 ' r “ + ras eee ve —” ‘ . € ae = SF a Rie 
‘ oe be iP nc Ral ROS ae gos a ~ A ae wets ee | f 
Prades " aes . Rees ates om i as FF ay ; . ie Poa “Sim ett q BS 

; Shares pet * ook ER are ee ae |. Se: Pils re 7 Ne , : iw — ie ie ie: be fy Ry coe : 

; — oo py See “ oe Fate veer - P ‘ a? Fo . - ; o's eee ry 1% ne ee sj nae i “8 

i : a reas or ee casters v5 leds ° Pie — oe es he ee: ES eer ra “ Tia ee 
rere 7," * i Geen Bae lee eel as es ee ee ee ee aes By ' ri pribeetel 

i ee es Cr ae 5: epee rae beanies tare. - ct. en ee 6 RE ets. 3 — eae Sy ke ey —— ed 

aceon: Jo Bo os Li oe oi se ae aos ee oe hoe ee aes i ge i pee ‘ : ate 
CS aa Aue ee eit io 2 he Foie ne 6 ee eee i ee = —_ | : _ ‘ , pa 
es jaa” Tea ¥ peer as ok * ae ee = 
pag dacs wae eee a i er beh ae ri : a i a, ae 

sai oR CO ee mh, : a 
ee 7 oa —./ ONG Ao 3 ony 4 aie ae co, I ta a are 
Be ne , Ot “meee ee a ‘ie sy a 
Lohaas Gaay ‘ fy s ‘ >. ; ’ Pa: oh owas pa aa eg Wai ga ‘tus Aes eee ie ee ete Se a woe 7 “i ret “ ‘ Pes ue ¢ y ee 

prise vette 4 : Gs eet es oaks PT ee : # iy: ee ae ~ re ont ae 
ee ee ‘ Z ‘ we ee SE NE IN igs cee ss a ae si 
rig: ‘ nd Oo ae ae a Bag at etd 4. he bem : 
Pet he. on \ — old tae ek Se a Seley ee ae ers pe Se are pres es ee 2S e ee: 
area oer A ae ENE ake BE NS eee a Se or 0 ROS ae og Ca Ed Ma ae 
ete ila = eS ee ee oe ee : 
cone en ts See + ie a gee rt ee 

ee j NG ¥S * tt . ate rm e s eo a a ae 

ee ™~* r ry * tater rae sey y* 2 So oe 
ee y ” : i. > $, }. ee. 6. =e ~, st 7" a er Mee eS Seip 7 
ane Mg N he ~ Scie. td + oe Se ih A * get aa : aa : 
ae = ; tate : LF SS} ied ‘ are a 7 "eS s e ie 
Bee TSS, (AS 
Te Oo pon eas aan 5 ‘ ae 
cee ee 3 elt i te a. ~~. ie: 
3. a r a ae aS aa > oy pe ) bi 

sae : OS ae ha ~ S —l mi 
Ca dine a moe A | 

jet } pat 

‘ YA $3 
pe <7 
ieee q eo 

cco rlanrges x 
Ri mee iz ee 

ne “ a 
: ees ey 

“ide oer. ' c . 
| 7 
; 
; | | X ~~ & — - ~ ; . i er A —— j a 
: | an EES cence tammy & 
ss Kx g = a 

P ; 5 4 a = -< ) a ] | e/ ry 
" ha : : : S yp \ se > a: oi 
wa . La lf |ix\\W AMERICAN }{ PEOPLE 7 ae 

ve CAN AMERICAN }{ PAPER }T FOR GRU) \\\ J u oo 

NS 2 ae U 

ae — , 
, : - 


a 
. 
z 
Ls 


42 


Spray Net, Lanolin 


Discovery Get Heavy 


Print Media Push 


CuHicaco, May 


has 
Sunday 
newspaper sections and _ r.o.p. 
newspaper space for both products. 

Spray Net will appear in full- 
page ads in The American Weekly, 


Industries 


Helene Curtis 
scheduled magazines, 


19—Spray Net First 3 Markets Group, Parade and 


and Lanolin Discovery will get a) This Week Magazine backed by a 
strong boost in print media this | heavy promotion in Ladies’ Home 


summer and fall. 


Journal, McCall’s, Seventeen, True 


it's great to 


be in manly 


|Story Women’s Group and Wom-!| 


an’s Home Companion as well as 
full-page r.o.p. newspaper ads. 


# Lanolin Discovery promotion 
will break in Life, Look, Parade 
and This Week Magazine and in 
r.o.p. newspaper ads. 

George Factor, v.p. of Helene 
Curtis’ retail division, said the 
company is “urging the trade to 


_|promote Spray Net and Lanolin 
-|Discovery together because they 
‘Ibelong together as a_hair-care 
:|team.” 


Earle Ludgin & Co. is handling 


the campaign. 


_|Degnan Names Cook A. E. 


Dan Degnan Associates, Toledo 


‘}public relations organization, has 
:}appointed Zeke Cook chief account 
:}executive. Mr Cook formerly was 
:|publicity dirtector of MacManus, 
‘|John & Adams, Bloomfield Hills, 
Mich. 


In Seattle, the Biggest Thing 2 
in Food Merchandising Promotion 
is the Sales-Packed 


HOUSE OF VALUES 


This new, sensational sales program takes your food prod- 
uct right into Seattle’s greatest food stores and gives it a 
sensational sales-push! Outstanding retail tie-ins, super dis- 


plays and Point-of-Sales impact are ringing up new sales 


records in store after store. Ask your Hearst Advertising 


representative how to tie your food advertising in with this 


super sales program! 


The Morning P-I best parallels your area of distribution, 43.6% of 
all urban families in Greater Western Washington read the daily 
Post-Intelligencer, 


GREATEST MORNING AND SUNDAY CIRCULATION IN THE STATE OF WASHINGTON 


Te SEATTLE 


_ REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE = 


Survey Shows Few 
Plan to Buy Color 
TV Before 1956 


Los ANGELES, May 18—A total of 
86.7% of television set owners in 
this city and suburbs do not expect 
to be able to afford color tv be- 
fore 1956, according to Hal Evry’s 
Tele-Census. 

The study reflects the opinions 
of 2,500 tv set owners in the area. 

Only 1.6% of the respondents 
expect to buy color tv this year, 
while 11.7% plan to get a set next 
year. 

The survey discloses that 7.5% 
of the set owners had “second sets” 
in the house. Of those questioned, 
7.8% said they would not replace 
their present tv set if it were com- 
pletely destroyed. 


s Regarding u.h.f., 85.6% said they 
could not get such stations, and 
81.7% said they would not spend 
$25 to convert their sets to u.h.f. 

A total of 13.2% said they are 
going to movies more frequently 
than they did last year, but 30.9% 
reported they are going to fewer 
movies. More than 59% said they 
would pay $1 to see first quality 
movies on tv, and 60.7% declared 
they would prefer to pay for qual- 
ity movies at home rather than in 
a theater. 

Concerning national affairs, 
69.2% thought tv made them clear- 
er, while 5.8% believed it made 
such events more confusing. A total 
of 25.1% said they discussed tv a 
lot, 68.6% % said they discussed it 
a little and 6.3% said they never 
talked about tv. 


Simon Starts Service 

H. K. Simon Advertising, Pel- 
ham, N. Y., has started a packaged 
“magazine shopping section” pub- 
licity service. Simon will service 
releases to consumer magazines 
which carry new-product shopping 
sections. The service will include 
processing photo reprints, writing 
copy, mimeographing, mailing and 
follow-up details. 


~ Pe 


| 


Advertising Age, May 24, 1954 


THURWIN V. DREVESCRAFT has been ap- 
pointed a v.p. of E. T. Holmgren Inc., St. 
Paul agency. Mr. Drevescraft formerly di- 
rected promotion and advertising opera- 


tions of two St. Paul department stores 
and a New England insurance company. 


Publicker Reports Loss 


Publicker Industries Inc. and 
consolidated subsidiaries, Phila- 
delphia, producer of industrial 
alcohol, chemicals and _ alcoholic 
beverages, has reported a net loss 
of $981,661 in the first quarter of 
this year, compared with a net 
profit of $1,008,533 in the first 
quarter of 1953. Publicker subsid- 
iaries include Continental Distill- 
ing Corp., W. A. Haller Corp., 
Kinsey Distilling Corp. and Old 
Hickory Distilling Corp. 


Illinois Press Assn. Elects 

Benjamin Weir, publisher of the 
Charleston Courier, has _ been 
elected president of the Illinois 
Daily Newspaper Markets Assn. 
Other officers elected are Grover 
E. Shipton, Illinois State Journal 
and Register, v.p., and William K. 
Todd, Rockford Morning Star and 
Register-Republic, secretary-treas- 
urer. 


OAI Names Hyde V. P. 


Earl N. Hyde, account execu- 
tive for Outdoer Advertising Inc., 
New York, has been elected a v.p. 
of the sales group. Mr. Hyde was 
director of outdoor advertising for 


'the Biow Co. before joining OAI 


early this year. 


—_—___—_——Agrii———___, 
954 1953 

Food Chains 
‘Colonial Stores $ 18,170,524 $ 17,834,617 
Grand Union .. 16,059,531 14,821,700 
Pere 20.366,401 18,383,418 
Kroger Co. 85.515,662 - 82,826,257 
National Tea .. 37.976,616 34,070,894 
Safeway ...... 124,097,611 120,013,939 

Group Total ..$302,186,.345 $287,950,825 
Mail Order 
“Sears, Roebuck 249,647,451 254,658,798 
arr ee 11,711,617 10,933,871 
@Montgomery Ward 83,561,807 90,709,692 

Group Total . $344,920,875 $356,302,361 
Drug Chains 
Peoples 4,437,366 4,320,591 
Walgreen ...... 15,114,457 14,289,311 

Group Total ..$ 19,551,823 $ 18,609,902 
Variety and Miscellaneous 
4Beck, A. S. Shoe 4,843,913 4,439,547 
Bond Stores 7,468,670 6,468,933 
Butler Bros. .... 9,318,172 9,558,591 
>Diana Stores Corp. 2,794,722 2,477,784 
Edison Bros. .619,537 7,885,432 
Gamble-Skogmo 9,563,691 10,475,848 
Grant, W. T. ... 26,007,699 22,393,072 
>Grayson- Robinson 

ree 9,157,846 8,003,116 
*Green, H. L. .. 9,347,495 8,570,648 
Howard Stores Corp. 2,817,522 2,095,830 
“Interstate Dept. 

Stores .. 5,588,278 5,216,063 
Kinney, G. R. Co. 4.849,000 3,561,000 
Kresge, S. S. ... 29,333,686 26,828,735 
Kress, S. H. ... 13,939,296 13,164,747 
Lane Bryant, Inc. 5,745,768 5,319,764 
OT cccctces 16,102,509 12,884,305 
eee 8,758,671 8,178,325 
“McLellan Stores 4,998,035 4,775,213 
®Mercantile Stores, 

BD, cwceceees 10,751,000 10,129,000 
Murphy, G. C 15,608,275 14,768,685 
Neisner Bros. 5,627,476 5,424,448 
Newberry, J. J 14,440,704 13,263,865 
Penney, J. C. ... 91,115,641 $2,707,908 
Melville Shoe Corp. 12,989,340 11,104,031 
National Shirt Shops 1,633,038 1,597,202 
Rose’s 5-10-25 ... 1,724,288 1,688,301 
eShoe Corp of 

America ..... 7,287,054 6,097,341 
Western Auto .. 13,647,000 17,065,000 
White’s Auto Stores 1,505,253 1,650,351 
Woolworth, F. W. 60,656,718 56,418,070 

Group Total ..$415,240,297 $384,211,155 


Combined Total $1,081,899,340 $1,047,074,243 
‘Four weeks and 17 weeks. 


¢Four weeks and 17 weeks. 


April Sales of Chain Stores 


% Gain ——_——4 Meaths—_—._ & Gain 
or Loss 1954 1953 or Loss 
+19 $ 76,116,621 $ 73,535,084 4 3.5 
+ .8.4 36,968,198 33,167,411 +411.5 
+10.8 82,109,213 73,289,500 +12.0 
+ 3.0 335,099,007 325,726,499 + 3.0 
+115 152,825,144 139,601,457 + 9.5 
+ 3.4 488,406,260 473,292,710 + 3.2 
+ 4.9 $1,171,524,443 $1,118,612,661 + 4.7 
— 2.0 635,841,547 691,041,887 — 8.0 
+ 7.1 35,154,380 39,119,943 —10.1 
— 79 204,308,449 240,472,819 —15.0 
— 3.2 $ 875,304,376 $ 970,634,649 — 98 
+ 2.7 17,108,153 17,512,263 — 2.3 
+ 5.8 57,804,275 57,622,110 + 0.3 
+51 $ 74,912,428 $ 75,134,373 — 0.3 
+ 9.1 13.686,540 14,122,830 — 3.1 
+15.5 24,493,078 26,644,325 — 8.1 
— 2.5 37,159,866 38,094,403 — 2.5 
+12.8 22,678,306 24,069,017 — 5.8 
+22.0 24,270,064 25,278,840 — 4.0 
— 8.7 34,745,388 38,375,061 — 9.5 
+16.1 77,477,389 73,716,253 + 5.1 
+13.3 69,327,374 76,077,112 — 8.9 
+ 9.1 23,268,256 22,827,857 + 1.9 
+34.4 8,050,842 8.578,839 — 6.2 
+ 7.1 13,928,113 14,172,968 + 1.7 
+ 36.2 11,890,000 11,421,000 + 4.1 
+ 9.3 92,921,643 92,800,944 + 0.1 
+ 5.9 47,844,398 48,282,757 — 0.9 
+ 8.0 19,228,175 20,124,727 — 4.5 
+25.0 33,632,040 33,779,719 — 0.4 
+ 7.1 28,993,335 29,122,051 — 0.4 
+ 47 12,274,144 12,608,139 — 2.7 
+ 6.1 27,369,000 27,771,000 — 1.4 
+ 5.7 48,638,614 50,815,715 — 4.3 
+ 3.7 17,128,540 18,213,380 — 6.0 
+ 89 45,552,674 45,522,782 + 0.1 
+10.2 284,417,801 290,016,134 —1.9 
+ 7.0 889,604 30,007,846 — 0.4 
+ 2.2 4,735,876 5,283,546 —10.4 
+ 2.1 5,620,160 5,677,378 — 11 
+19.5 18,331,009 17,562,477 + 44 
—20.0 48,501,000 53,883,000 —10.0 
— 88 5,637,268 6,148,178 — 8.3 
+ 7.5 199,923,326 200,636,213 — 0.3 
+ 8.1 $1,331,613,823 $1,361,634,491 — 2.2 
+ 3.3 $3,453,355,070 $3,526,016.174 — 21 


“Three month period. *Nine month period. *Five weeks and 18 weeks. 
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GRAYSON AND ELINOR McGUIRE, sons Mickey and 
John, are a happy, well-oriented family. They 
bear the stamp of success, the reward of hard 
work in an effort to achieve comfort and security. 


Do you recognize this family? 


| 
| 
| O you recognize the McGuires in your 
| 


As Negroes, they are especially aware of the dy- 
namics of social and economic progress which have 
helped them and all 16,000,000 colored Americans 
become a $15,000,000,000 plus market. 


newspapers maintains present brand loy- 
market and media plans? Do you in- alties, and develops new customers. 
vite them—directly—to buy your product 
or service? As Negroes, they are part of 
a prospering minority, part of America’s 
fastest growing market. Signs of their 
progress are all around us. You too must 
have observed it—Negro urbanization ; bet- 
ter education; upgrading in jobs; and 
growing incomes—all substantiated by 
government reports. 


API newspaper coverage of the Negro mar- 
ket—largest ABC circulation in the field— 
extends into 23 major urban areas with 
3,000,000 consumers. But coverage is a 
timid word. API newspapers mold and 
move Negro communities, influence Negro. 
families. Case histories prove this is why 
increasing numbers of important national 
advertisers include API newspapers in 
their market and media plans. They enjoy 
exceptional readership (70% to 100% for 
all pages, both men and women, a survey in 
one of America’s prime markets disclosed). 
They’re exclusive in the sense that they 
are the only papers written in terms of 
Negro interest, for and about Negroes. 


You can recognize the McGuires with a 
direct invitation to buy—by advertising 
your product or service in a Negro news- 
paper—as many top national advertisers 
\ do regularly. The McGuires, like 2,000,000 
other families, read a Negro newspaper 
} each week. Your buying invitation in these 


We'd be glad to tell you the whole story. 


ASSOCIATED PUBLISHERS, 


r 31 West 46th St., N.Y. 36,N.Y.4 
JUdson 2-1177 


Pacific Coast Representative: WHALEY-MIKKELSEN (Co. 
655 Russ Bldg., San Francisco, Calif., SUtter 1-6072 
6513 Hollywood Blvd., Los Angeles, Calif., HOllywood 83-7157 


Inc. 


166 W. Washington St. 
Chicago 2, Ill. 
ANdover 32-6343 


BASIC MEDIA REPRESENTED BY API 


BALTIMORE, AFRO-AMERICAN 
CHICAGO, DEFENDER 
CINCINNATI, LEADER 
CLEVELAND, CALL AND POST 
DALLAS, EXPRESS 

f BETROIT, MICHIGAN CHRONICLE 
HOUSTON, INFORMER 

KANSAS CITY, THE CALL 

LOS ANGELES, THE EAGLE 
LOUISVILLE, DEFENDER 

MEMPHIS, TRI-STATE DEFENDER 
MINNEAPOLIS, SPOKESMAN 
NEWARK, NEW JERSEY AFRO-AMERICAN 


NEW ORLEANS, LOUISIANA WEEKLY 

NEW YORK, AGE DEFENDER 

NORFOLK, JOURNAL AND GUIDE 

{AFRO-AMERI 

PHILADELPHIA, |AfE TeiUne 

RICHMOND, AFRO-AMERICAN 

SAVANNAH, TRIBUNE 

ST. LOUIS, THE ARGUS 

SAN FRANCISCO, SUN REPORTER 

ST. PAUL, RECORDER 

TAMPA, FLORIDA SENTINEL 

WASHINGTON, AFRO-AMERICAN 
{AFRO-AMERICAN 

NATIONAL CHICAGO DEFENDER 


More Advertisers Use Negro Newspapers Than Any Other Medium Designed for Negro Families 


THE McGUIRES ENJOY GARDENING .. . outdoor living gener- 
ally. Like all other Negro homeowners, they are po- 
tential buyers of many utility and leisure items. 


above: Fifteen-year-old high 
school senior Mickey McGuire 
plans to study law after under- 
graduate work at Dartmouth, 
Dad’s alma mater. The number 
of college-trained Negroes has 
increased 54.9% in the past ten 
years. Here, he and John, 6, ex- 
amine their stamp collection. 


tert: Mrs. McGuire wouldn’t have 
needed her dietetics courses at 
Howard University to know 
what suits her boys most in mid- 
afternoon—a snack! This moth- 
er-businesswoman is Secretary 
of her husband’s undertaking 
firm. 37% of Negro wives are 
employed. 
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| Information for Advertisers 


e A merchandising aids book has 
been published by Good House- 
keeping. It contains a collection of 
58 standard merchandising aids de- 
signed to help the magazine’s ad- 
vertisers increase sales. Inquiries 
should be directed to GH’s ad man- 
ager, G. Harry Chamberlaine, at} 
57th St. and Eighth Ave., New 
York. 


e Beer and ale are consumed at) 
home more than 50% of the time, 
according to Argosy’s new reader 
survey, “A Study of Beer and Ale 
Consumption and Buying Habits.” 
However, men under 25 earning 
less than $3,000 per year drink 
more frequently at bars. Argosy 
estimates that a particular brand is" 
requested nine out of ten times, 
and 80% of the time the male de- 
termines the brand. | 
e American Home has released | 
the 34th report on its reader-con- | 
sumer panel. This one is on silver- | 
ware. Among other findings, the, 
report shows that 55.9% of the 
»anel own two sets of table flat-) 


| ees and 57.2% picked silver plate | 


for their second setting. 


e The seventh New York Herald| 
Tribune home study of readers’ | 
living and buying habits is now} 
available. It indicates that 77.3% | 
of the newspaper’s families have 
incomes of $5,000 or more; 79 
adults per 100 families are college, 
graduates; almost half own their | 
own homes. Requests should be! 
addressed to information service, | 
New York Herald Tribune, 230) 
W. 4ist St., New York 36. | 
e WBZ and WBZA, Westinghouse | 
stations in Boston, have issued a 
new brochure titled “Let’s Tap a) 
Billion Dollar Summer Market.” | 
It is for agencies and clients in-| 
terested in the spending habits of | 
native New Englanders and visi- 
tors to the area. It is available by 
writing WBZ, 1170 Soldiers Field 
Rd., Boston 34. 


e A market report on Anchorage, | 
Alaska, reveals the area now has 
8,000 tv sets and average annual’! 
personal income is higher than | 
most cities with a population of! 
75,000. These and other facts can) 
be had by writing KTVA, Anchor- 


age. 

e Current plans and proposed ex-| 
venditures of restaurant people 
concerning new construction, im- 
provements and new equipment| 


( ADVERTISEMENT ) 
Vincent Prus Named 
Chief of Goodyear 
Rocket Production 


The Goodyear Aircraft Corp. has ap- | 
pointed Vincent Prus to head its rocket | 
production pro- 
gram. The com- 
pany is a pioneer 
in the field of pro- 
pulsion§ driven 
missiles. It is a 
major factor in a 
tremendous mar- 
ket for products 
and services of 
the metals, elec- 
tronics and trans- 
portation indus- § 
tries. Goodyear is 
typical of other 
volume users of ’ 
these products. Its high-level execu-. 
tives, like Mr. Prus, are readers of | 
The Wall Street Journal. 
These are the men who keep getting 
ahead in business. They look to The 
Journal regularly for the information | 
which makes them more valuable to) 
their companies. With a circulation of | 
295,367, this National Business Daily | 
provides business advertising with an 
atmosphere of usefulness, timeliness | 
and action. What an advertising | 
medium! 


purchases are available in Restau- | 


rant Management’s latest study of 
restaurant operators. Other facts 
covered show how many restau- 
rants are using frozen foods, air 
conditioning, how many employes, 


seating capacity, people 
|in operation. The publication is lo- 
cated at 71 Vanderbilt Ave., New 
| York 17. 


|e The New York Times has re- 
leased its circulation book show- 
ing its distribution in 11,618 cities 
and towns in the 48 states. 


e “Market Analysis of the Motel 
Industry,” covering motel income, 


served | 
daily and types of establishments | 
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development, and other data, is|‘There’s a World of Sales in the 
available from American Motel, ‘Domestic-Export Market’.” It is 
5 S. Wabash Ave., Chicago 3. | available from the agency upon re- 


y _ | quest. 
e A new folder file answering | 


questions on how many foreign! e Lifetime Living, New York, is 
language groups there are in the preparing a report on the charac- 
U. S. and what their purchasing | teristics of the market provided by 
power is has been put out by| people of 40 years and over, “their 
Champlain Advertising Co., 60|needs, desires, spending power, 
E. 42nd St., New York, which han-| what and how much they buy.” 
dles foreign language advertising| Copies of the report, available this 
and public relations. It is called|summer, will be free. 


Yi t 
tpa 
sales 
builder 
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Wister-Belfield to Roberts 
Wister-Belfield Corp., Philadel- 


phia distributor of Alwintite com-| named an account executive of| with 


bination windows, has appointed 
W. S. Roberts Inc., Philadelphia, 
to handle its advertising. 


Gwinn Joins Baxter Inc. 
Marvin D. Gwinn, formerly with 
Shamrock Oil & Gas Corp., Ama- 
rillo, has joined Don Baxter Inc., 
Dallas, as an account executive. 


| Bozell & Jacobs Names A. E. 


| Paul <A. Sevareid has_ been 


executive with Melamed-Hobbs, 
St. Paul. 


French & Preston Moves 


Ave. 


| Tretbar to Direct Bankers’ PR 


Everett E. Tretbar, 


Harshe-Rotman Inc., 


Assn., Chicago. 


‘Kinder Co. Names Lefton 


| Kinder Co., Milwaukee maker of 
French & Preston Inc. has moved a new stereo camera, has named 

its New York offices to 500 Fifth | the Chicago office of Al Paul Lef- 

{ton Co. to handle its advertising. 


formerly 


D-F-S Names Mathews V. P. 


Norman Mathews, manager of 


has the radio-tv commercial produc- 
Bozell & Jacobs, Minneapolis. Mr.| been named director of public re-| tion department of Dancer-Fitz- 
Sevareid formerly was an account| lations for the Illinois Bankers | gerald-Sample, 


New York, has 
been named a v.p. of the agency. 


Paul Martin Joins KH]-TV 

Paul H. Martin, formerly sales 
manager of KFXM, San Bernardi- 
no, has been appointed an account 
executive of KHJ-TV, Los Angeles. 


Here’s a new TV show that’s as reassuring as money in the bank .. . a first-run series 


that’s backed by a 25-year habit of success, 


A SUCCESS IN EVERY MASS MEDIUM 


In print... on the screen . . .’on the air—“Ellery Queen” has consistently spelled “box-office”. 


On TV live—on a handful of DuMont-cleared stations—“Ellery Queen” demonstrated an amazing 


ability to dominate its period, without any “inheritance” . . . against any competition. 


Now, specially filmed for TV . . . starring the man who created the radio role, “Ellery Queen” 


is marked for new highs. 


A TREMENDOUS READY-MADE AUDIENCE 


The readers who made “Ellery Queen” a 30,000,000-copy best-seller . . . the movie goers... 


the former listeners and viewers—these are the people who give this new series a ready made, 


multi-million audience. Marlowe fans who have enjoyed his work on stage and screen 


(“Voice of the Turtle” . . . “Twelve O'Clock High” and many others) will swell the figure. 


And top production—all down the line—will win and hold new viewers for this series. 


A SHOW THAT CAN’T MISS 


To the proved commercial impact of mystery shows, “The Adventures of Ellery Queen” 


adds the power of a great name . . . the prestige of fine dramatic programming. Call, write or wire 


for the full story, and for franchises in areas where you need a show that can’t miss. 


bd 
‘elevis 
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N. Y. Electrotypers Elect 


Emanuel Shapiro, exec. v.p. of 
Metro Matrix & Reproduction Co., 
has been elected president of the 
Electrotypers & Stereotypers Assn. 
of New York. Other officers elec- 
ted are Mark F. Beck, Atlantic 
Electrotype & Stereotype Co., v.p.; 
Melville A. Farrington, Cresset 
Co., treasurer, and Frederick G. 
Moss, Galvanic Printing Plate & 
Mat Co., secretary. Peter F. Regan 
Jz. continues as managing direc- 
tor. 


Edwards Agency Adds Two 
Edwards Agency Inc., Los An- 
geles, has been named to handle 
advertising for Sealright Pacific 
Ltd., producer of containers, and 
Sterling Liquors Inc., Los Angeles 
distributor. Trade publications will 
be used. 


WALB Joins ABC Radio 

WALB, Albany, Ga., will affili- 
ate with American Broadcasting 
Co., effective June 1. This brings 
to 362 the network’s number of 
radio stations. 


The new 


auditorium 
wing at The 


The Greenbrier will soon offer en- 
larged and improved facilities for 
group meetings at famous White 
Sulphur Springs, West Virginia. The 
New Auditorium wing will offer 
groups up to 1,000 the most modern 
meeting facilities to be found any- 
where. 


The new addition will have an 
8.600 sq. ft. auditorium with a capae- 
ity of 1,075 for meetings and 860 for 
banquets. A theatre with continental 
style seating and an inclined floor 
will accommodate 400. Both will 
have full stages with all facilities, 
plus the latest projection equipment 
and P. A. systems. Eight smaller 
meeting rooms for 25 to 100 persons 
are also included. The entire wing 
will be air conditioned. 


AUDITORIUM set for banquet 


Dimensions — 72’ wide by 112’ long. No 
obstructions. Fully equipped stage 40’ x 
20’, orchestra pit, dressing rooms. Motion 
picture and slide projection. P. A. sys- 
tem. 110-220v. A. C. power supply with 
ample outlets. Pantries and kitchen ad- 
joining. 


For detailed information about 
| the new meeting facilities, address: 


DIRECTOR OF SALEs, 


TCOHCTMTE)” 
WHITE SULPHUR SPRINGS 
WEST VIRGINIA 


Or inquire of Greenbrier offices in New 
York, 588 Fifth Ave., JU 6-5500 * Boston, 73 
Tremont St., LA 3-4497 * Chicago, 77 West 
Washington St., RA 6-0625 * Washington, 
Investment Bldg., RE 7-2642, 
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COCKTAIL HOUR—On hand in New York for the reception staged by KCCC-TV, Sac- 

ramento, Calif., for agency and tv representatives were (left to right): Edna Cath- 

cart, J. M. Mathes Inc.; Frank Silvernail, BBDO; Pat Harnett of Mathes and Jo Wells 
and Joseph J. Weed, Weed Television Corp. 


CARD TRICKS?—Enjoying the 1954 media party given by the Smith, French & Dorrance; Norman W. Sharrock, Campbell- 
Detroit chapter of the American Assn. of Newspaper Representa- Ewald Co.; Joseph R. Scolaro, Scolaro, Meeker & Scott, and 
tives were (left to right) Arthur L. Terry, Kudner Agency; John Robert M. Morin, George A. McDevitt Co. The party is staged 
D. Burke, Hearst Advertising Service; George Johnston, Brooke, annually in honor of Detroit's agency space buyers. 


Buy it here. Nov 
aria ni 1 


Mc CORMICK’ } 


COMPARISON BUYING—Weighing the results of recent media Seated are Frank P. McCord and Edward B. Noakes, C&P, and 
voi sales effectiveness tests made in Philadelphia for McCormick & Co. Keene A. Roadman, ad manager for McCormick. BAB reports that 
oo under the supervision of Cecil & Presbrey with the cooperation of these tests, which pitted radio, television and newspapers on an 
the Broadcast Advertising Bureau are (standing, left to right) equal dollars spent basis, showed radio producing greater traffic 
William J. Hecker, C&P; Rudy Pecorini and Ted Maxwell, BAB. and sales than either of the other medio. 


THE MAN FROM DELL—Hiding behind the apron is George T. Delacourte Jr., pres- 

ident of Dell Comics, who took this way of marking his company’s 25th anniversary 

and the publication of 2.5 billion comics books. Dell says it accounts for one-third 
of the industry's monthly output of 100,000,000 comics hooks. 


ABSOLUTE END—Being measured by Victor DiFelice of H. Freeman & Sons is Trunkle, 

a baby elephant whose keepers insist he’s fed up with wrinkles. The wrinkle here 

is a pitch for Freeman’s new Stratoweigh suits of Milliken’s Visa (55% Dacron— 

45% worsted), said to be wrinkle-resistant. Milliken is using 100 newspapers in 60 

markets to push the fabric. Trunkle is using Wanamaker’s, New York, as a 
fitting room. 


DEODORANS 


— 


oe: 


OUTDOOR DEBUT—Ever-Dry Corp., Los Angeles, is using outdoor boards for the 

first time in its 42-year history to promote Ever-Dry cream and liquid deodorants. 

The campaign will cover 11 markets in the West and Midwest and tie in with 

the Carroll Righter horoscopes Ever-Dry has been offering since the first of the 
year. Edward S. Kellogg Co., Los Angeles, is the agency. 


ADMEN OF THE WORLD-—Sifting over global ad problems at the sixth annual International Advertising and Arthur L. Grimes, McCann-Erickson International. At the honored guest reception prior to the con- 
Assn. convention in New York last week were representatives of some of the nation’s biggest overseas vention (center) were Jere Patterson, promotion manager of Life International and new president of the 
marketers and their agencies. In the first shot, of the consumer goods panel, are (left to right) M. M. AA; luncheon speaker William M. Rand, deputy director, Foreign Operations Administration; William Cald- 
Schneckenberger, House of Seagram, Montreal; T. J. de Gomar, E. R. Squibb & Sons; John J. Soughan, well, also with the FOA, and Thomas W. Ashwell, Export Trade & Shipper. At the right are Fred R. Gamble, 
Pepsi-Cola International; Alfred B. Reed, Eastman Kodak Co.; panel moderator William E. Koerting, Miles president, American Assn. of Advertising Agencies; Betty Zevallos, Scandinavian Air Lines, and George H. 
Laboratories; Robert H. Otto, Robert Otto & Co.; Vincent Tutching, Foote, Cone & Belding International, Giese, president of McCann-Erickson International. 
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The COMPANION reaches more 


married women 18 to 35 than 


any other magazin 


% 
% 


These women have larger families... more children. depend on the COMPANION! To find out how im- 
They are your best customers... buying more now portant they are to you, get in touch with your 
| than they ever have or ever will again... and they COMPANION representative. 


*SOURCE: From the latest Starch Consumer Magazine report. 
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Concentrate on the best years of a woman’s life with 
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snt retail action the real 


CS 


A magazine’s influence at the retail level 
is a matter of first importance to national 
advertisers. 


But sometimes the term “retail influence” 
turns out to be a rather nebulous thing. 


Can it be measured accurately? 


t of retail influence? — 


It most certainly can. All you have to do 
is find out to what extent retail “influence” 


is translated into retail action. 


To evaluate any magazine’s retail mer- 
chandising program, we suggest you apply 
the following six vardsticks: 


1. How many stores tie in? 


2. Are the tie-ins store-wide? 


3. Where are the stores located? 


4. What volume do they do? 


5. How many days do the tie-ins last? 


6. What evidence is there that the program 


sells merchandise? 


P.S. In 1953, LOOK developed .. . in the Food, Drug and 


Menswear classifications alone . . . a total of 47,783 retail 
store-wide tie-ins . . . more than Life .. . more than the 
. more than any other major magazine. Your 
LOOK representative will be glad to give you all the facts 


moves merchandise fast! 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


The New Competition: An Analysis of Advertising Growth... 


Advertising Growth—Ill 


Are TV Spots a Bargain? 


Woolf's Reminder: Customer's Boss 


Weiss Spots New Problems . 


Competition and Rapid Change Hold Keys to Future 
of Nationally Advertised Brands 


This is the third and concluding article of a series analyzing the changes in the number and structure of national ad- 
vertisers over a span of the past 30 or more years. The dimensions of the change in number of national advertisers and 
of nationally advertised brands were discussed in the first article. In the second article, particular attention was paid to the 

_ similarities and differences which exist between the growth pattern following World War I and World War II. In this final 
article, the implications of the facts upon national advertising and upon all marketing are carefully dissected. 


By W. H. Mullen 
Magazine Advertising 
and 
John Crichton 
Executive Editor, Advertising Age 

There is sometimes a tendency to dis- 
cuss advertising as if it were a force con- 
ducive to business concentration, a mo- 
nopoly position for a few favored com- 
panies in each field of business. Some 
agency men sigh for the days of 30 or 40 
years ago when every smokestack repre- 
sented a potential advertiser, and recall 
with longing the success that a Lasker, a 
Hopkins, or McKinney had in introducing 
a constant stream of new companies to 
advertising. 

Actually, the last few years have been 
just such a period. The growth in the 
number of national advertisers is start- 
ling—in the number of their brands even 
more impressive—and there is every evi- 
dence that they represent a new and 
growing force in the economy. In ever so 
many fields (18 of the 28 Publishers In- 
formation Bureau classifications) “new” 
advertisers represent a third or more of 
total field expenditures. This was demon- 
strated by Chart III, appearing with the 
first article of this series, which is again 
shown here. 

All this adds up to dramatic evidence of 
change. And much of this concluding ar- 
ticle of the series will be devoted to that 
change—as it affects brand standing, as 
it affects number of brands, as it affects 
men within companies. 


Director, Bureau 


#8 In the first article of this series, we 
showed that there were 2,538 national ad- 
vertisers in 1952, nearly three times, the 
number of 1939. (See Chart XVIII.) We 
showed that their number of brands 
(1,898) was higher than the number of 
brands being promoted in 1939 by estab- 
lished prewar advertisers (1,659). Mean- 
while, these established prewar adver- 
tisers have themselves been busy building 
new brands—they had 2,574 nationally 
advertised in 1952. 

It also ought to be said that this is an 
incomplete count. In order to see what 
the pattern was, and to reduce the study 
to manageable proportions, the list was 
confined to those companies which were 
consistent advertisers in 1938, 1939, 1940, 
and 1950, 1951, 1952. Any company which 
“The authors are indebted to a number of sources 
for much of the data presented in these articles, 
and have prepared a detailed explanation of 
sources, definitions and explanations of the mate- 
rial used in the series, which is available in mime- 
ographed form to Advertising Age readers who 
may be interested in having this basic background. 
Single copies are available without charge from 


the Library, Advertising Age, 200 E. Illinois St., 
Chicago 11, Il. 


CHART III 


THE 1952 IMPORTANCE OF NEW NATIONAL ADVERTISERS IN SELECTED BUSINESS CLASSIFICATIONS 


Industrial Materials 
($47,849) 


Radios, Phonographs, 
& TV Sets 
($27,682) 


N.B. Dollar figures in parentheses show 


the 1952 national advertising in all four media. 


Building Materials 


Apparel 
($31.519) 


($43,956) 


Transportation, Travel 
& Resorts 
($39,284) 


Publishing & Media 
($20,932) 


in thousands ‘ 
[] 1952 Volume of All Other Advertisers 


CHART XVIII 


Household Furnishings 
($30,736) 


Household Equipment 
($66,193) 


1952 Volume of Established Advertisers of Pre-War 


THE GROWTH IN THE NUMBER OF NATIONAL ADVERTISERS IN MAJOR MEDIA 


$25,000 a year or more in Mag- 
azines, Newspapers, Network 
Radio or Network Television. 


1,498 


1944 


1949 


1950 1951 1952 


2,650 


1953 Est. 


didn’t spend $25,000 or more in checked 
national media in each of those three- 
year periods was eliminated. 

That limitation affects the prewar ad- 
vertisers somewhat (about 200 adver- 
tisers were taken out because they didn’t 
meet the requirement), but there were 
nearly eight hundred such advertisers in 
1952. 

And if the brands of those additional 
800 companies were included, there is no 
doubt that the number of brands now pro- 
moted by new advertisers would far ex- 
ceed those of established prewar adver- 
tisers. Tables D and E, Charts IV and V, 
show the figures and how they relate to 
media. 


= Let’s take another angle on the prob- 
lem. 

Thanks to Market Research Corp. of 
America, we can dissect a couple of 
widely dissimilar fields: 


Shampoes: The established brands of 
prewar which are still on the market 
currently account for about 22% of 
total sales; new brands of established 
advertisers account for about 39%; new 
brands of new advertisers account for 
about 14%; and “all other brands” ac- 
count for about 25%. 


Bed Sheets: Established prewar brands 
account for 41% of current sales; 
brands of new companies for about 
10%; and “all others” (doubtless a re- 
flection of the importance of store 
brands in this field) around 49%. 


® Many another field would show the 
pattern of brand invasion mirrored in 
shampoos. In the soap field, for instance, 
the impact of the detergents was drastic. 
A brand of a well-established prewar ad- 
vertiser, Procter & Gamble, blitzed the 
field with a tremendous campaign—and 
Tide came to hold an unprecedented share 
of the market. 

Run your mind quickly over the con- 
sumer fields: dentifrices revolutionized 
by the ammoniateds and the chloro- 
phylls; the impact of the frozen juices 
in the food business; the sharp rise of 
instant coffees. 

Each of these fields has felt the sudden 
surge either of new advertisers who are 
promoting their brands vigorously, or of 
established companies which have 
launched new brands and pushed them 
to prominence. 


s Let’s examine for a moment the new 
advertisers we’ve been talking about: 
About a fifth of them (some 225 of 
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CHART IV 


THE COMPETITION OF NEW BRANDS IN SELECTED BUSINESS CLASSIFICATIONS 
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Household Equipment 


Industrial Materials 
($66,193) 


($47,849) 


1952 357 1952 


Household Furnishings 


1939 


1952 
Apparel Transportation, Travel 
($43,956) & Resorts 
($39,284) 


189 


Building Materials Radios, Phonographs, 
($31,519) ($30,736) & TV Sets 
($27,682) 


[] 1939 Brand campaigns of the established advertisers of pre-war. 


Brand campaigns of those same advertisers in 1952 


EF) Brand campaigns of 1,133 new advertisers in 1952 


(Dollar figures in parentheses show in thousands the 1952 national advertising in all four media.) 


1,133) had a spotty reccrd of prewar 
advertising. Another third began to ad- 
vertise nationally during the war. But 
about half of them have established 
themselves as national advertisers since 
the end of the war. (See Chart VI.) 

Thanks to McGraw-Hill Publishing 
Co., we know something mcre about 639 
of these ‘new advertisers.” New adver- 
tisers they may be, but they aren’t new 
companies. More than half of ‘them 
have been in business for a half century 
or more—some 52% of them date their 
founding at 1900 or earlier. Another 
quarter got started between 1901 and 
1919. So nearly four-fifths of the com- 
panies were in operation by the end of 
World War I. Only their national ad- 
vertising is new! 


a We also know something of the most 
likely way they moved into advertising 
on a national basis. Most came in from 
business paper advertising—88% of the 
companies whose records can be checked 
used business papers in the year before 
they stepped into national consumer me- 
dia. By and large, they first went into 
magazines (78.2% used them in their 
first year of national promotion) while 
24.8% used newspapers. A much smaller 
percentage (3.3%) used network radio 
or network television in the first year 
of their national advertising. (See Chart 
VII.) 

These are great changes in the body 
of advertisers. They have importance for 
everyone concerned with the advertising 
business. And remembering also that the 
average number of brands among estab- 
lished advertisers has doubled in the 
same period—the hail of new products 
bombarding retailer and consumer has 
been like drumfire in the postwar period. 


@ This growth has raised severe prob- 
lems of acccunt coverage for media. It 
has created tremendous opportunities for 
advertising agencies, both in terms of 
bringing along one of these new adver- 
tisers and in servicing a new brand of 
an established company. 

And it has resulted in tremendous in- 
ternal shifts within companies. It has 
sometimes been easier to create new 
products than to create (or train) the 
men to handle them. This has led to stiff 
inter-company competiticn for talented 
administrators, and to an unprecedented 
period of job-swapping. 

In the first place, business men are 
frequently insensitive to the tremendous 
shift of executives which occurs ncrmal- 
ly. In a recent analysis, McGraw-Hill 
discovered that, between 1946 and 1949, 
no less than half of all the executives on 
its subscription lists made some change 


CHART VI 


WHEN THE NEW NATIONAL ADVERTISERS 
OF 1950-1952 GOT STARTED 


NB. — Some of fre 1 133 newly established advertisers of post-war 
had an 


ional g pattern in the pre-war years of 1938- 
1940. They did not aoans firmly established in those years, however. 


in position or title during any one of 
those years! 


® Here are some of the factors: 


e 30% of the executives died, retired, 
or switched to companies in a dif- 
ferent field. 


e 6.6% changed titles within the same 
company. 


e 13.1% shifted to different locations 
with the same or different type com- 
panies. 


This is the picture for a large bloc of 
the industrial managerial corps. How 
about the advertising executive? 


® McGraw-Hill also queried sales and 
advertising executives of a representa- 
tive group of ccmpanies selected from 
the 1,133 “new advertisers” of 1950- 
1952, the companies analyzed in this ser- 
ies. Replies were received from 325 men. 

On the whole, these men have been 
with their companies a_ considerable 
length of time—mcre than 70% had been 
with their companies ten years or more. 
But 40% had acquired their present jobs 
between 1948 and 1952. And only one out 
of four had been directing his company’s 
sales-advertising activities for a decade 
cr more. (See Chart XIX.) 

In other words, to understand what has 
been going on in the advertising business, 
and what is going on today, you must re- 
alize that the basic changes are reaching 
every corner of business life—reaching to 
distribution, to product design, to an in- 
creasingly nomadic group of customers 
who have radically altered their way of 


Advertising Age, May 24, 1954 


Table D 


Business Classifications Where New 
Brands Exceed Established Brands 


1939 Brand 
Total 1952 Brand Campaigns Campaigns 
National Pre- of Pre- 


Advertising, 1952 New Ad- warAd- war Ad- 


(in Thousands) Total vertisers vertisers vertisers 
Household Equipment $66,198 298 149 149 81 
Industrial Materials 47,849 276 150 126 46 
Apparel 43,956 488 274 214 114 
Transportation, Travel, 

Resorts 39,284 169 92 77 69 
Building Materials 31,519 357 195 162 59 
Household Furnishings 30,736 189 107 82 48 
Radios, Phonographs, 

Television Sets 27,682 66 39 27 11 
8 Other Business 

Categories 84,061 435 272 163 114 

Business Classifications Where Es- 
tablished Brands Are Still Dominant 
Food & Food Products $193,414 577 169 408 252 
Toilet Goods 129,081 349 76 273 160 
Automotive & Accessories 126,296 178 53 125 99 
Smoking Materials 73,938 66 13 53 57 
Beer, Wine & Liquor 72,575 252 48 204 173 
Soaps & Cleansers 72,529 100 28 72 54 
Drugs & Remedies 62,138 186 41 145 © 117 
Gasoline & Oil 30,028 70 15 55 43 
5 Other Business 
Categories 76,944 416 177 239 162 


Table E 


The Brands of New vs. Prewar Advertisers by Media 


1939 Brand 
Campaigns of 


1952 Brand Campaigns 
By New By Prewar 


Medium Prewar Advertisers Total‘ Advertisers Advertisers 
Magazines 1,164 3,639 1,588 2,051 
Newspapers 978 1,829 560 1,269 
Network Radio 237 457 67 390 
Network Television — 474 78 396 
*Not the grand total for any medium, please remember, but only the total 
for the two groups of companies we are considering: 619 of the prewar 
advertisers who continued to advertise in 1952; 1,133 newly established 
national advertisers of postwar. 
CHART V 
THE COMPETITION OF NEW BRANDS BY MEDIA 
Lb 1,164 
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[i939 Brand campaigns of the established advertisers of pre-war. 


1939 237 We campaigns of those same advertisers in 1952 


Radio 


1952 390/67) 457 [-]8rond campaigns of 1,133 new advertisers in 1952 


living since the war, and even to the 
Executive Row of cffices. 


have lIcng believed that advertising, in 
addition to being a matchless salesman 
of goods and services, actually performs 
the function of an insurance policy for 
the companies which emplcy it. They 
believed that an advertising investment 
could be justified on grounds considera- 
bly wider than those which are normally 
used. They knew that the new competi- 
tion justified advertising, cf ccurse. But 


= In the midst of these changes, one 
questicn has been repeatedly asked of the 
authors by those who knew of this pro- 
jected series of articles: What evidence 
is there that advertising contributes to 
business stability? 

For many thoughtful advertising men 
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What makes a newspaper great? 


ws “TELL ME,MR. GOLDISH...WHEN DID 
ED 


- Foes START FEELING LIKE A 


Sidney Goldish, mild-mannered but 
tough-minded researcher for the Min- 
neapolis Star and Tribune, currently 
knows more about housewives in their 
natural habitat than any other mere 
male in the Upper Midwest. Mr. 
Goldish learned about wimmin the 
hard way, as director of the ‘‘Minne- 
sota Homemaker Survey,” a new kind 
of home-interview study of products 
and appliances on hand and in use in 
Minnesota homes. 


Minnesota women are as varied in 
their tastes and preferences as their 
sisters anywhere, reports Goldish, 
whose fascinating findings include such 
facts as these: There are 118 different 
makes of cooking ranges in use in 
Minnesota homes. Farm wives pick 
tank vacuum cleaners two-to-one over 
the upright kind. Small town women 


use more liquid shampoo than farm 
or city women. Forty-one per cent 
of all the state’s women buy some of 
their toilet articles and cosmetics in 
grocery stores. 


The ‘‘Minnesota Homemaker Sur- 
vey,” outgrowth of the Minneapolis 
Star and Tribune’s Continuing Survey 
of Minnesota Living, is actually a 
continuing appraisal of brands on 
hand. The “Goldish Girls,” skilled in- 
terviewers in key areas throughout 
Minnesota, punched doorbells all 
over the state, talked with 1,200 
women of every age and economic 
bracket. Over mid-morning coffee, 
homemakers let down their hair, con- 
fided shopping habits and secrets as 
well as evidence of strong brand 
loyalties: ie. over half the potato chip 
fanciers select the same brand. 


Patterned after the Minneapolis 
Tribune’s famed Minnesota Poll of 
Public Opinion, the ‘‘ Minnesota Home- 
maker Survey”’ has the Poll’s 10 years 
of fact-finding experience behind it, 
and was conducted with the same 
proven methods and unswerving de- 
votion to accuracy. 


This unique study of consumer pat- 
terns* is just one facet of the Minne- 
apolis Star and Tribune’s never-ending 
interest in the world’s most fascinating 
news story: how people behave and 
what they think. Learning likes and 
dislikes of readers, their tastes in to- 
mato juice as well as politics, is a vital 
service of good newspapers—a service 
to readers as well as to advertisers, 
that helps explain why the Minne- 
apolis Star and Tribune are welcomed 
as leaders, counsellors and friends by 
the largest audience of newspaper 


readers in the 34% state Upper Mid- 
west. 


Minneapolis 


Star azd Tribune 


EVENING MORNING & SUNDAY 


620,000 SUNDAY - 485,000 DAILY 
JOHN COWLES, President 


*A second survey is now in progress. Inquiries 
should be addressed to: National Advertising 
Department, AA-54, Minneapolis Star and 
Tribune. 


shiges we Toe Oe we pra os. Wf o ae De ie" At 5 ee of 3 oleh A, ae ee eS 
he. aa 6 Pst og ; BP ac. eee : i tas 7 he Ae she Bost Be Pee, one Peet Tee AR” ee Po eS ata © ee ef So wae. “21% 7 
; ae Poti t at cater ot oe ie RMS > ta heh os he PR tas a ihr Fae Roe ee teeter oP hk ites ‘ an ew ha reer e Gai etee apm ke tN a pe re. aX Fae Os COI VR He 4 \ an -. =e 
ae Salas Meet s Seapets ong teas ile is oe eee hasty es She Big AS 0 ocak aga 1 MOU OO Coal Raia Shs ae, Maerker te Be Ne ee Decmpetet et ene Sha Cone per en avenge Wess ot jlo ee wegen ay SSR a anne ue liga ye cAeh BSA 
oie oe f x ee pate Bsete ai RMS Ro oe en F etae. : 19 rer are Ns AS ag en ne SR pe a Yk pe ae ~ : Fete SR eg OF OR Rp eS a ME AMS ne Nee te Cn tee psa oye, Ce ce RSet Fiske aon 2 eR en el eee yore bee + UO AS i nade Sele See a ‘Raa 
Eo Ai, VC lie eam kt oa me 5 ea ae i aR i a Ra oe es Ga cee appt Te ps ea tonee ok 6 SR eae aR, RES Ro te) AR 2 RN ae te Piet 
SW Se ee eee 2 : ee at sea | Soy eek Seis top les lina ys os gh eee Fe a COPE ete ‘jen ee a dll Poi abate ie bere ee es eg Li Gre be aaa pe Boom SS oear aes ge as Hime hs mau Se ets ea <a, 5 Pac ee aa ¢ eee gy ee ot 
Reto 23 ty \ ie ee As ce any SR ihd Aaa oat a armament eke ceicict spre, SS. peice Ree a ste soar ged Oe gy: Cee at eo a! BR oy Shee ee ee amr BEANE SRS leh id ee ae ae ees Nica nat aes Eee a | OC Ted 
Ws, setae tet 2 A . . . * . ae Sins 7 ae = ae AN ae eat 
gles ee ' ’ . E pussies 
ee eee te . = 
a ae ee ta 
i ea Seba, al 
ea 2 2 Ure x . 
‘ . : - Ay : me r .aBY 8 . 4 
Aca a ud, ane ae meer 2) nce }. aes sts Ca ee Nar e ’ ‘ Sk SR ROR Seas! oA ee oo % ex Ry * 
Bs eg "ig aoe Guy emi Oat seca SSS CE Se ee a ee, oa RUPE cera Set ia OS MOS ay AR ; * * . kg 3 ‘ ; 
eae: ie Pipi se aie rr . oe ee. Ae Beas ad ey (Teas P 2 ae Wo Sy ue \ ee, ; ° ‘ Ben & “SS : 
ts ee ae RS etic en eee? cr ORs = iene SR ane ee ae. Ca i. Wg Ss eaeeg sa ea es Res = > Ss ey : 
x Seen ue be Ee 2 oS Ra 2 pega Bocas Cah eee 7 ae Cx, Shee ES REN We ees ee arene CeCe ee eee ae See z 
engi Pee a ie ic shah puri eee i eae = oh wa et pee At wake ay MS ostres j Ore ae eS Soo Sos SA pee eS 
ae tere; a wees ae es. Be pee oR Be eis pees CT eaae oe Pee - ene Poo may ee ae er WwW . . ‘ SR . eg 
2 ee ' se Sad scape . Re IG han y Pa Reema “2 va ea oo eae BG SEY Po SE a Re ee : 3 . 
ota. eee is y eh % ey ee ee See rns. lis, Ae NA? be yee 2 ree ae Mee ae Son eee oN Se . aS. 
ire a ie. bos Ke pay seer see aes | be ae of ea aag Sa ate ey is ee * ae > Se = soe HS ..° Ss : F = 
ee ar Poe elu Sper is or aS Sip Mia See 2 = : ae ; wk i .Y ¥ 
Bae. ome eet ~q "ieee Os he toe fon ec fe : Ree de ae : . “« <G ; 
Sie Seem Reg a, PEE eR ET aR Ce er A URC rr ee Se NS ae o* P 2 . ~ . 
eee ea (pS oe ae ee em eee ‘. ~ os . Fe 
= ea a : oo gn ee SO Be eS Meo — : wt +key iy 
a oe a Bee es Oia ee SSE ae ’ ~ a} 3 
neem a ees: : Reds a pee ee Soe EAE Be ee x oe . 3 3 
Ress “ Fi 2 ee aed foe F Sonera sos " " Seemann oe a S s q 
S oan - ne os + : 
Pay Es Soa : R Sen anne rs ue 4 Manca ue Ey ces See od aS co A 
: abe ea e runs se sore! ee So Sees Sa Se " ¥ & . ; 4 4 wt 
ass ae eo; ae se Pe a Pree ao Se = 7 BSS \ x 
Senses ci ae A ‘; ** We Ria) eee FORRES Boe aes Se ee Sass seweschee coher ; wR SN ,. % F ss 
ee j ie Aveo ieee: 2. +5 ah Ses oe OS a SOR SAE Na SSO, RE ER Sian be < SEA y SS SS 
Be Se i , “puaaaiee I So Se ee a < \ x . r 
S. oa ae rae a F eR a SORE Sree Pee i we 7S SG evan ea . . 
pa ag if yan oe Sees ee Ce ee eS BR er RS ‘s ; ' % eee 
a Sgt ‘ : “a en NR eS Rae ee Rm ee ERS <y AR : SN ia 
Be fae = _ Mite eee ae ea ie | ee Paine 28 ee Fe TS a BS Se yaaa Shot Se SN x . ; Po aya 
Seas oe beef " Ee? he EN esc can 3 % 3 ‘ REA = & Shh SE Z ‘ " ‘ oe 
Be See ee : SOE haa ee 2 RRR eee : : <N h. s ae BS Rs - % a % ca 
‘cadet 7 ieee area Be ee ASRS CP SE PR a ae ee ee ' = 
ae ; ze Es A eG ees SSS oe ; ‘ . .. ¥ x 4 
i. z Mr x eS . ' 
3 (a aR 5S re a Sy tpn eke we * e. & 2S ae Pye fee. » . . = s 
& a ; i NS oF a So ' 
* 3 ¥ ¥ ORs Me a AS SNe arr eS < i. So ase cae Bare eee Seen tay ~ . ae eR SY : x 
a ; es RR Ree : ey : : y * 
: 5 aes a : A “ Ree So ee Ne Ba cay NI AS % Se Se * : 
: as" e a Ee A Sara ene, SN <a : 
Pe ‘é we a a ee re ee Re ORS leer oy en ahs See . . ral «Sate ‘ 
‘ . a : ee ee ON Se eee Pa Ra ee : ‘ % : 
aa . eee ae fc Se ee eee : . * & 
> ee . — Ye . Pe oe Be is 5 NNR i eno Bie . r. . ace * 
‘J " # ae _ >a 2 eee 2: ee Pd pe oe eee Ron, eS atas ae Sete = Ny Se Ba: 
a ee ge ate . _ : So eae ite ROS: eA ee " S95 et 
fom bon pin ira oop ee gil «| Ses ae eee : i ees 1 < eS Ala Maye. Se, oh OE S 
ke eas Ic a ¥ re eae oe ao a <4 | iy ARE Spee aaa alia a a 
ay . ee OME? , - ELT OO ei. os -% x 
ane: ce co... Re ee ea . SR ae awl : Bx, 
ee in j See sms RR 5 iss : sg See. 
4 el Wigs \ on RPE hess ° 
ee ee "ae 
; i ee j ae 
ape aii 6 veh 
“Sy RS MEE DP nnn ”--arashnamnannatienshnamenmnmsmneeintsicitiens ay 
t ; ve ‘8 woven : ~ pcenennenneenenenen nenetebnee enn eaNeNy <WtenN ANCA nen tte RENE tO eRNONA INNER i 
c - ceenneenes.soonmnceconpmqutto LoneneRanaennnannnantute. snamnengrenceeneennansh nen neene meee 
; re ™ ; : ‘ BS : a0. namananenneanecenERA tReet RMON ENN ocean Aen am a! 
somite ah I SO Ss Re, ' : ees ‘ . a ces a * ae es See . om . oe 
Boe Raeweiiiy shee SS ie Memes OTN. 0. ee yee ee 7 eee, «2 — lc( i‘ Yt. a Se ey eee ec - Wwe ee | oe 
feist aon a ee 4 i a hear fe meen cere yen kd ae ae ee eS I Lg sre ene oe 6 Se ee Sa Se 2 SS ee ai 
Be ee cenicas SS EE Os SE ee ee ee tte See CG oy SMe ig ee eee SS ee 
Sr on, Betas oe ict ta “ ee 4, reas we biti oo: 3 fea Sa SRT ane ey ek eee had arr seats 2 ae SE ae saree “ RS Po ee i cya m peat ate # s ns 
Pret een py 3 a be OM. ee bee ie va OP. ’ z 2g. Lae F ea ee OT ae a % a) Soe ey oe vine STE RT CRE ‘ RR ‘ Sa 
ee si ees nee a Poa ee eG ee OS rie Sets . 5 a = Sone ee ee . a : s . Pee SNe Toe eae | A 
ee reper ae re EESne h tl es” ee ——e se —s Sarat y * See ae ce ees Sy ae a ve Bee ee ay Eset: SS ee ae x atte eee thoy err A pears A earth SS * . ae 
Sr era ae) : é ? a eee Ceres ak ee Bride iC BBE ie Oats hte Rae Bios Legis y ey a ee ot) Ga eee oe EOS vk le ce eli ech, a Le acai ee 
ane < ¢ a ers - eS oS — Je eth’ Saperstein. Sot set epi ge Niece ce Sar RA Sy. — : . a ee Se Cea ee Tee aaa = ee 
ie ie eo eee Bese ae Ka are aa eee he NR EIEN enc ame ere ee Bia ee: 3 : s See os sa f Oo eee eee ae SRE an Haig y hc eee pirjsg See 
eee epi astid ane Hae < pee Sth ee ENE eeres aed) eel gd OP ss oa See ree oe ee 3 : " —— oe yt oes A ee et > a eats 2 Arete Bey 
EO Soht ae ut Be irene : Po ube y tee" ee een cies ama eed toe ‘ ee Bie, ll Sr a. % . So an Ps a ‘ Ax ? ge eg e ae 
Ee Dae Aenea Be ‘. CO i ae Ge re ee eee ee ae ’ ay. ee ORE ae es é LP ilaiees r Yap eae Ce: 
he aaa — ll ecm er ae he re ew ete a Besse Sing ee See ee eae BE or rons ar nee 
pe Geers = ie : a . | eo: Waheen ke escent ti 5 ciee Vie ae : sia a wl % ‘ >. eo we 4 ee eee es ee ORG. bees eal ee sone . mea 
ee oe = Mee «gies = Coe A eh Seie A a : 4 _— oo a ;: a Pee ee eum Hubs: St Don wey a ed an 
ti ee one ee eres adie hs: a a ; r sk . «age a a = = 0 tS ES es Oca - : 
20 ae es | oa ee Reo et ee —— ae ROR i aaa % a 4 eer SE a es bs 
= ene : Ps ee : ate : . J . . RHE on a a 4 oe Ss ae aa Ry a ae = Soe) ers Se a aie 2 ue 
. Sea e! ae ‘ a ae < . ‘ - oe cae fe MU eR Ee i oe US aa ens 
2 ae ES eee # te ~— * “7 Se ~~ a Fo Oe pidiesn 8 9 ge ch eet ‘iis 
E . a se a eis. 1: - ae ey ae | ae! hy : eS eae = 
Poke : oe. le = hg Se. oe ‘ : : Z Be fy A me : ee 
: . ee “ . . i Ee pe : 
7 b cS ie BR s ‘ at . . Cs 4 A =" re ‘ ; 
¥ ; > a» 4 fe 2 ee eee aR oS Se a ape 
os $ % Bs. mee ge ey Pe oe <a ou . Be e 
es am . i . 4 cee < ee ee & > \h ae 
Bete * , Fee <= rece: <— Sie ia aes ee ~ a 
pai b | ' in 5 : » ee ane Se acy ae er . eee Bee eee yo ; : 
& ’ Se! 3 ” hie Sa “a “ss eT 7 Be. Ce See Se. : es ue er ee 
{ cal : : oF a ae ee ae == oo . Phe ; 
Bee lati 28 wee Bi a Oe ~ Ge. = her _" yee ity Sepa aa Ale 
7 es: hee ' F = * : f ¥ are : Ry eg ae ae ‘ : % 7 : 
+. a ‘i 4 a a © ms woe, in , 3 a , : es 
as Pe t tae es 3 ae " pes i eee, yao 8 5 PERE ee Rs . bi. 42 
Ogee ae ety Seana ce — ae or ae ae _ aie ss 2 < —— es ey 
ie gee, % aa ae — — oe ee ' eee Ps irr ae 
9 re eee | Paco partes is ee a _ - 4. cote eee oan te ia ee 
Bs... em Rage ence “ a eS aa 4: 7 ebro one 
aia SS } ir ; Po ' i | ’ : Ria oS or : : es 2 oe 
er Le ne aor a ” ° asta | ‘ - Re ee - iat We es 
_calcgtaa Braet : ea rane Se eS re pos age ae s ‘ ‘ ¥ ¥ ae : Tvs 5 re Oe ears 
Bap. Wad ; Goa es ue ee Ses, Se ae eT Pee Sea, on we ges Sen ‘ +4 UES ce eee Cia 
: i ] ae ane aie : i etal : wee z & ai ‘ ne ee 5 
i ; Se iis : pee ae eae . eis ” " : : a 
; eae pM Sv cee : ee i i j % 4 \ - Ri ) : : ae 
: i me TS Seay a se aie Se ee OEE nm y 2 wee y . > a ae Sn rach ayo Gia pes ia ie 
sh nel cath Lhe ‘Aegean : Pe Se Re eta py SRR Sf ceed oe ip oF Cea a Reey oe 3 ’ paltsigties Sobel ae 
seas yield ere eee ee: Moet ae are ana Baise: 2 es ane hee Sones ie) ae Page 7 &? ’ rt a aa kf ey 
ctu ere ep ks es Ocean eo these age z Pe > ee ey Es FRI Uaee eens 2B al Prag eg a % z . / 4 ae TS a eer aa A. 
sR ma Ae ee Ae ee z pg pe eae ae eri a arr bag We yg i a ee ] q - Reais igh A eS 
AG ne tire cee eral cae pein ie ENS 0 ye ee eer ge ed NE Ca ae fs ae & 4 % Fi cages eA meme Rein 
ae ae ae ok ie bt ier gs eae Be res ae See ce aad Ae, Se eee ce eg y & ' / / ’ rae ie eS Wee 
et: Sepa = te arm a i pe ES, A nn! oo Reema eter. é) 7s f A « he oer ho ay +. See aS 
: A 2 ee % : ro ; ‘ % y ‘ rf i’ P ond 3 ee ac be 7 ae teh 
oan ‘ies ’ ae eg ee TG. en . ‘ . = _ ee ta Fas, Pe) ates Se yar gsi’ alll Beals es 
= woe” YG ‘ : " aby o. -O ae 
‘ : : % # ae \ 4 P Se Jie ma 
5a als Sate ie is REE on : E Rote ag ee a 3 Bi ay %, ‘ ie 34 an a i 
ep ae, 5. FE Me ae : . A ee een’ 2 vient be YF C 2 “d y jai eee aad 
ute fs } 2 alate? ; ep : sa oe eR y ' P = # > ae Bie m7 
i Be mA exit eX: ie ; erage tha se Pose ik = . 7 q a ce a wae ee 
~ : et," ud <a ey ee rae “" Vetere cae i Se, Fi , bs - sth a hz See Pe: 
eee ES RM a iia ERS ENS MO Sa ; ia * . en a ee 2 
‘s Ue Sore ES a te i aise Ut tea tee alien ere , es os ta es ear ho a ¢ ~~ - ee gin® «atl Ann Ea a oi 
Sa hee ease ean weet tet oa ee atti se eaet eh ia ee bis oh oi Renee ae ate ps 4 \ 3 ; % —_— 2 os ce ae pully 
fe lie Pts ca * : 4 F = : Pde ’ i _— Ee ee 
sang eran rae site 
«hale ee eae hes) S 
ees, bes ce my 
% YE eser | ip 
re ze 
eae oe 
_ an 
3 f'3 U nie 
¥ hey ea 
7 =I te 
/ . —<?£J = d SQ cL 
‘ \ —- Ses 3 
. - FE > ont 
» eg SN . 
hy f) SY 
ose es: \ ] Pes . . ey 
ee See j 
5 aS ] SS ee ~ 
ie y hae = "| manana on 
e 7 enews é 
a | on 
re ks ey eae ' af 
Eola eaten 3 ’ Sy 
+. $e, able Sai a 
Beh woke : : 
° ae aoe 
oe r 27 
le me oe | 
ss ee = Se ca 
See — ———— 2 
i, = a 
ee i i 
er eee F Z 
Roar e ae aes 
% a - 1 Ney. ‘ 5 
‘oi er 
ae 
‘Pe ees \ 
p Ye, oo " = . . e 
4 abit Se poe p rae ok toy ey ae Sid 
c 5 es ~ 2 “ : : a i " s , cy ae 


ie 


52 


they also thought that advertising might 
easily be the instrument of survival; that 
advertising might be as good casualty in- 
surance as it is a special pleader. Is 
there any evidence to this effect in the 
experience of the new advertisers of 
postwar? 


® Well, for one thing, these companies 
seem to be growing rapidly as advertis- 
ers. Remember that, while most are still 
comparatively small, 95 of them spent 
more than $500,000 in 1952—and 86 of 
them averaged $500,000 or more in na- 
tional advertising over the three years, 
1950-1952. (See Chart XX.) Since these 
figures are based only on expenditures 
in measured media, it is likely that total 
expenditures—and certainly total adver- 
tising budgets—are considerably larger. 

In this regard, it is wise to point out 
that the 1,133 ccmpanies covered in the 
analysis are probably better-than-aver- 
age companies from every standpoint 
—including management. They are not 
fly-by-nights by any stretch of the imag- 
ination—as the three-year base testifies. 

Of course, the stability of these new 
advertisers has not been tested by any 
cataclysmic depression, such as that of 
the ’30s. Nevertheless, these companies 
did survive a rather severe shakedown 
period which occurred immediately after 
the war, in 1946 and 1947. Few admen 
realize the severity of that advertising 
readjustment. In those two years, there 
were 1,885 companies investing $25,000 
or mcre each year in magazines, newspa- 
pers, or network radio. By 1952, 478 of 
those companies had dropped from the 
measured ranks of national advertisers. 
This is a decrease of a little more than 
25%, and in the greatest boom in Amer- 
ican history! 


a What happened to those companies? 
Well, about a third were in the apparel 
classificaticn, and there is apparently no 
business more prone to sudden and dras- 
tic change than the garment business. But 
no other industry pattern is apparent. 

After the 1946-1947 period, however, 
there was never again so drastic a turn- 
over in the ranks cf advertisers; appar- 
ently that was the postwar shakeout. 

But the question remains: is advertis- 
ing a stabilizing force in business? 

Answer: Yes—but a highly qualified 
yes. 


# On the record, it appears that the 
survival rates of national advertisers are 
conspicucusly higher than among the 
non-advertising components of the busi- 
ness population—and far higher than 
might logically be anticipated in a dy- 
namic, rapidly changing economy. 

Let’s remember that 65 of the leading 
75 magazine advertisers of 1914 were 
still advertising their products and serv- 
ices in 1953! 

And then let’s take a look at another 
set of figures: Of the one hundred lead- 
ing corporations of 1909, only 36 were 
still among the one hundred corporate 
leaders of 1948! 

Moral: even among the giants, stability 
is a difficult thing to secure; competiticn 
and business cycles have a powerful and 
disruptive effect on all business; and one 
of the prices and rewards of being a part 
of a competitive economy is the necessity 
to ¢ompete. 


# On this same score of advertising as 
a business stabilizer, we have also sought 
to make the point that national advertis- 
ers seemingly survive wars and postwar 
adjustments very well. On the other hand, 
advertising could apparently do very lit- 
tle to cushion the shock of the Great De- 
pression. If the storm is heavy enough, 
neither advertising—nor anything else, 
for that matter—can assure a profitable 
level of operations. 

Of course, it obviously makes a great 
deal of difference what kind of product 
or company you are concerned with. 


CHART XX 


THE SIZE OF 1,133 NEWLY ESTABLISHED 
NATIONAL ADVERTISERS 


(Averoge annual expenditures, 1950-1952, in four major medic.) 


$1,000,000 & over 


Consumer, package, convenience—call 
them by what name you will—goods and 
their advertising rode out the depression 
infinitely better than was the case with 
the advertising and sale of shopping or 
considered-purchase or postponable-pur- 
chase goods. There are naturally many 
reasons for the former’s superior show- 
ing. Most convenience items fall into the 
category of absolute necessities; even for 
those which might be considered luxuries 
(cigarets or cosmetics or soft drinks) the 
customer doesn’t have to go into hock to 
buy them. Then, too, makers of conven- 
ience goods have fewer complications of 
financing and a far greater production 
flexibility than does an automobile com- 
pany, for example, or the manufacturer 
of building materials or heavy appliances. 


= But, whatever the line, the going is 
rugged when consumer demand fades 
away as rapidly as it did in the early ’30s. 
It would be unreasonable to expect any 
company’s advertising—either current or 
prior—to reverse the tide. So advertising 
can do little more than cushion the worst 
effects of the economic blitz and provide 
a sound basis for a company’s future 
growth after the storm has passed. 

It is during a favorable economic cli- 
mate, such as we have had in the last 
fifteen years, that we see the true work- 
ings of national advertising as a dynam- 
ic business force. We see how it can help 
establish new brands within a matter of 
weeks, help build new industries within 
the span of a few months. 

All those things come to pass, however, 
only when the economic climate is right; 
when there are far-reaching alterations 
in people’s living ways, when rapid tech- 
nological changes and improvements oc- 
cur in products and services, when a ris- 
ing national income expands the markets 
of established advertisers and opens up 
opportunities to the makers of the new 
and the improved. 


= But competition in a cycle of change 
takes some strange forms. At your favor- 
ite drug counter you may now buy a 
shaving cream aerated and spun _ into 
lather by a technique first perfected for 
insecticides. Among the brands are those 
of a longtime shaving products maker, 
one from an old-line drug house, one 
from a cosmetic maker, one from a major 
soap company, and many others. 

You can shave with a razor developed 
by a company building razors for a half- 
century, or one radically designed and 
produced by a company which won. its 
reputation in women’s cosmetics. If you 
want an electric shaver, you may find a 
newly-designed product of a U. S. subsidi- 
ary of an international company, or a new 
razor manufactured by a company which 
had previously made only lighters. And, 
on your way out of the store, you may 
pass a photographic section in which 
there are two cameras, both embodying 
new principles—one of which was made 
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CHART VII 


THE MEDIUM FIRST USED BY THE NEWLY-ESTABLISHED NATIONAL ADVERTISERS OF POST-WAR* 


Used medium exclusively in first year 
of national advertising. 


A Used medium in conjunction with another. 


. 7 Did not use medium in that first year. 


*Only 3.1% and 0.2% of these 
newly established advertisers 
used network radio and network 
television respectively in their 
first year of national advertising. 


CHART XIX 


HOW LONG HAVE TYPICAL SALES AND ADVERTISING EXECUTIVES 
BEEN IN THEIR PRESENT POSITIONS? 


E Less than 
ES years 


Over 10 years 
11.4% 


TIME WITH COMPANY 


by a company which was a major factor 
in the razor and blade business, the other 
by the leading manufacturer of model 
trains. 


a On store shelves and display-room 
floors you now see scores of new prod- 
ucts, and new names for familiar ones: 
Admiral, Kent, L&M, Winston, Kaiser, 
Reynolds Metals, Hallmark, Hazel Bish- 
op, Stopette, Helene Curtis, Hunt Foods, 
Surf, Tide, Snow Crop, All, Hathaway, 
Vel, Gleem, hundreds of others. None na- 
tionally advertised before the war, but 
now all on their way to becoming house- 
hold words. 

And, both as a consumer and as an ad- 
vertising man, you must have become 
aware of another phenomenon, the vast 
intensification of inter-industry competi- 
tion which has characterized the last few 
years. In a static economy, as in the ’30s, 
much of product advertising is devoted to 
a switching of the consumer to this brand 
from another. But, in an expanding econ- 
omy, more and more advertising effort 
is necessarily and profitably spent on es- 
tablishing the basic desirability of one 
product as against another. A modernized 
house or a new car, for example; a vaca- 
tion trip or an electric refrigerator; a liv- 
ing-room rug or added life insurance. And 
there is also, in times of rising national in- 
come, intensified competition within each 
product field. But it is not the brand-vs.- 
brand struggle which is often the indica- 
tion of a static or shrinking market; it is 
the use of advertising to establish the 
superiorities of new product types within 
a given field. Synthetic fibers, for exam- 
ple, compete with those from animals or 


Over 10 years 
24.8% 


TENURE OF PRESENT TITLE 


plants; airlines fight for travel business 
with steamships and railroads; various 
food products vie with one another by ad- 
vertising their nutritional values and by 
using more and more recipe copy; soaps 
and detergents each tell of the particular 
advantages they have for this or that type 
of washing problem. 


w So all this is the new competition. Rap- 
id shifts in consumer demand, new prod- 
ucts introduced by both new and old 
companies, intensified inter-industry 
struggle for the consumer’s growing dol- 
lars. And advertising has made it all 
possible, for only advertising can secure 
the quick distribution and the immediate 
consumer attention on which all these 
new products and new companies must 
depend for success. 

Advertising—and only advertising— 
gave them their initial chance in this 
capricious and indulged market. Through 
advertising they can prosper and grow— 
and their very survival may depend on it! 

But there are also certain prices which 
must be paid by any advertiser—new 
or old—for his right to participate in the 
swift race. 

Constant product improvement is one 
of them—for him to keep abreast of his 
competition and ahead of changes in con- 
sumer desires and tastes. 

Another price—particularly if the ad- 
vertiser is a field-leader—may be the as- 
sumption of a share of his entire indus- 
try’s advertising effort, to combat the 
broadened reach of products and services 
of other industries for larger and larger 
shares of the consumer’s dollars. 

Finally, many of today’s companies 
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must recognize an added burden placed 
upon their advertising programs. It is that 
the consumer has been taught, through 
the very impact of advertising itself, 
that every nationally advertised product 
has merit and must be good. Gone are the 
happy yesteryears when an advertiser 
could build up a reasonably permanent 
consumer franchise! No, those days have 
disappeared. The consumer now reasons 
that the product he has just bought is 
good—but so is the tempting but un- 
bought one! So she (or he) has little 
hesitance, next time, in buying the other 
one—perhaps taking advantage of a good 
premium offer, or using a coupon. 

Such rapid shifts in consumer buying 
trends are most characteristic of grocery 
and drug items, of course: Dr. George 
Brown, in his articles in ADVERTISING AGE, 
has shown there that the concept of brand 
loyalty is largely a myth. 


# But the generalization certainly applies, 
to a greater or lesser extent, to every 
product and every service being adver- 
tised today. To floor-covering advertisers 
as well as to the soap makers. To automo- 
bile manufacturers as well as to dentifrice 
companies. For, in field after field, it’s a 
natural concomitant of the current ad- 
vertising picture, where some 4,500 na- 
tional brands are now being consistently 
advertised, as against only 1,700 or so, 
prewar! 

So we repeat that no company, no ad- 
vertiser, can count on any such concept 
as a permanent consumer franchise. Every 
advertiser must plan for the long haul. 
He must ride as in a steeplechase, and 
not as in a quarter-horse sprint. No ad- 
vertiser—no matter what his field—can 
ignore the capricious and ever-changing 
body of consumers. Every advertiser must 


Salesense in Advertising ... 


thus regard his advertising as a perma- 
nent factor in his survival! 

So—yes—advertising does indeed offer 
business a form of survival insurance. 
But only for those who use it! 


® Advertising in America’s future is sure 
to become an increasingly important force 
to increasing numbers of companies. The 
numbers of brands and the numbers of 
companies will continue to grow. And the 
competition will become _ increasingly 
fierce—within an industry, between in- 
dustries, and even within companies. (Be- 
cause, even where an advertiser has no 
competition, he will often launch a prod- 
uct to compete with himself—following 
the highly successful pattern of the soap 
companies.) 

In this series we have tried to show 
something of the new and expanding na- 
ture of advertising competition—what it 
is, and where it comes from. We have 
tried to position it historically against a 
background of sociological and economic 
change—against wars, booms, and busts. 

From these figures, charts, and tables, 
we feel one important lesson stands out: 
This is a competitive society, and na- 
tional advertising is perhaps the most 
overt expression of that competition. It 
is also an expanding society, a rapidly 
changing economy where centrifugal 
forces spin out a never-ending stream of 
new products and services to bedazzle 
and bedevil the most pampered, sophisti- 
cated, and responsive body of consumers 
the world ever saw. And, to survive, an 
advertiser must compete—not through 
choice, but through sheer necessity. For 
one simple reason: The accelerated econo- 
my which he and his competitors have 
set in motion refuses to permit only one 
thing ... the luxury of standing still! 


You Are Not the Boss— 
Your Customers Are 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

A survey conducted by Batten, Barton, 
Durstine & Osborn indicates that more 
than 98% of the customers polled have 
never been asked their opinion on how 
many hours or what days of the week de- 
partment stores should 
be open for business. 

It would appear 
from this study that 
retail stores have paid 
little or no attention to 
consumer need. 

This in no way sur- 
prises me. I have al- 
ways believed that the 
wants and needs of 
Management, as 
against the wants and needs of the people, 
weigh too heavily in the shaping of busi- 
ness policies. 

Not always, of course, but often policy- 
makers forget the great business truth 
that the Consumer is King. 


James D. Woolf 


Study Human Needs 

Years ago a famous lawyer-preacher, 
Dr. Russel Conwell, delivered a lecture, 
“Acres of Diamonds,” more than 4,000 
times to enthusiastic audiences. Dr. Con- 
well revealed the secret of how to be suc- 
sessful and make money. His advice was 
this: “If you want to get rich, find a hu- 
man need and a way to satisfy it.” 

He gave example after example of 
business men who achieved success be- 


cause they were wise enough to study the 
needs and the wants and the problems of 
the people and shape their conduct ac- 
cordingly. 


= There was once a waitress who founded 
a successful business because she paid at- 
tention to a human want. She served some 
tapioca to a Boston sailor. She noticed 
that, after tasting a spoonful, he didn’t 
eat it, and she asked him why. He replied 
that the tapioca was lumpy. 

Susan Stavers did not dismiss the 
sailor’s complaint with an indifferent 
shrug. She made a little survey among her 
customers and found that all of them, or 
at least most of them, objected to the 
lumpiness of tapioca. Young and inex- 
perienced as she was, this waitress was 
smart enough to understand that the con- 
sumer is king. 

Here, clearly, was a need, a customer 
want. It wasn’t smart of the restaurant to 
impose on the sailor its kind of tapioca. 
The smart thing to do was to give him the 
kind he wanted. So she got busy and 
ground up a batch of tapioca before cook- 
ing it. It worked—no lumps. 

The next time the sailor came in she 
persuaded him to try her lumpless 
tapioca; he did and he raved about it. 
Not only did the grinding take the lumps 
out of it, but it also make it cook quicker. 

Susan Staver had found the answer to 
a human need, and she named it “Minute 
Tapioca,” and before long it grew into a 
big business. 


Little Needs Count BIG 


A decade or so ago most toothbrushes 
sold in the nude in open baskets, were 


thumbed by customers and thoroughly 
contaminated. The toothbrush was any- 
thing but a sanitary dental instrument. 

Then 30 years after the demise of the 
open cracker barrel, along came a maker 
of toothbrushes, John T. Woodside, who 
believed he saw a need in this situation. 
He stood around in drug stores and asked 
customers about it. Sure enough, he found 
a want. Even the thoughtless thumbers 
didn’t like the way the toothbrush was 
sold. 


But this article, you may say, is sup- 
posed to be about advertising. What have 
the Batten survey and the Conwell lec- 
ture got to do with that? I say to you: 
EVERYTHING. 

An effective advertisement consists of 
two things: (1) A consumer need, prob- 
lem, hankering; (2) the advertiser’s way 
to satisfy it. 

It is next to impossible to sell merchan- 
dise or services that the people do not 
need. They must realize their need, or be 


taught their need. 
s Jack Woodside might have said to him- 


self, “Let the customer go hang! It’s 
cheaper to sell the brushes the way we do 
it, and that’s the way it’s going to be.” 
But he said no such thing. He thought 
over the problem and answered the need 
in two ways: (1) He sterilized his brushes 
and sealed them in glass bottles; (2) he 
marked the brushes “Soft,’? “Medium,” 
and “Hard,” thus making thumbing need- 
less. 

Today the Dr. West’s toothbrush is the 
most popular brand in America. I don’t 
know it to be a fact, but I think it’s a 
good bet that Jack Woodside must have 
heard or read Dr. Conwell’s inspiring 
lecture. 


@ The consumer does not always realize 
his need for certain kinds of things. People’ 
weren't conscious of their need for deo- 
dorants (Odo-ro-no, Listerine, Clorets, 
etc.) until advertising woke them up. 

But the basic need, realized or not, must 
be there. If department store hours do not 
fit into today’s pattern of living—or if the 
question is one you’re not sure about— 
do what BBDO did: ask the people. 

You’re not the boss: the customer is. 
Study him tirelessly—his needs, his 
wants, his hankerings, his habits, his way 
of life. Then try to give him what he 
wants. Such a policy will put more selling 
power into your advertising. 


On the Merchandising Front... 


Precooked Meals Will Mean New 
Problems for Advertisers 


By E. B. Weiss 
(Mr. Weiss is director ef merchan- 
dising of Grey Advertising Agen- 
cy, New York.) 

Is that a bell you hear tolling for cer- 
tain major appliances, for some traffic 
appliances, and for kitchen equipment 
and supplies? 

Some look-aheaders in the food indus- 
try (including this astigmatic peerer into 
the future) seem to hear that particular 
bell a-tolling. And we contend that the 
bell-rope is being pulled, or is about to 
be pulled—and quite vigorously—by 
amazing new laboratory developments in 
food processing. 


kitchen; and even less preparation of food 
for cooking. 

If all of this seems too, too remote, then 
permit me to point out that: 

1. The precooked frozen meal has made 
enormous strides in the last year or so. 
Moreover, it was the principal topic of 
conversation at the early 1954 meeting of 
the Assn. of Frozen Food Packers. Here it 
was reported that one company marketed 
approximately 250,000 precooked frozen 
meals in 1953 and plans a larger output 
in 1954. It is probable that no less than 
1,000,000 precooked frozen meals will be 
sold this year—still a drop in the bucket, 
but significant progress, nonetheless. 

2. The canning industry is actually re- 
ferring to itself as “the nation’s kitchen.” 
It isn’t generally appreciated that canned 
baby foods really have made the kitchen 
almost unnecessary insofar as the prepa- 
ration of babies’ meals are concerned. And 
this happened with a rush, primarily in 
the last decade. 

3. The great packers and the big can- 
ners are investing millions in laboratory 
research; the food laboratory is in a dy- 
namic phase of development. It is inter- 
esting to note that Leopold D. Silberstein, 
chairman of the huge Pennsylvania Coal 
& Coke Corp., despite the coal industry’s 
distance from food, recently remarked 
that “the entire food industry will soon be 
revolutionized by atomic developments.” 
And John Holmes, president of Swift & 
Co., took time at the last annual meeting 
of Swift stockholders to sketch quickly 
some Swift research programs that are al- 
most on the Buck Rogers-ish side. 

(I might digress here for a moment to 
point out that our industrial frontiers 
were originally expanded by penetration 
of new geographical areas and the exploi- 
tation of our natural resources. Now our 
industrial frontiers are being expanded 
by the laboratory—by the technician—at 
a pace that almost defies belief. Which 
leads me to predict that advertising agen- 
cies will employ more technically-trained 
men and women.) 


= You see, we claim to see the “kitchen- 
less home. (What we really foresee is not 
quite so radical a change.) 

And we contend, in all seriousness, that 
the “kitchenless” home will be speeded on 
its way by such developments as: 

1. The precooked frozen meal (and 
readers, if any, of this column know that 
this comer is one of my pet enthusiasms). 

2. The use of atomic energy by-prod- 
ucts in the processing of food; for exam- 
ple, scientists are studying possible uses 
of beta and gamma rays, as well as high- 
frequency heating for the sterilizing of 
food products. This may mean the ulti- 
mate elimination, by the laboratory, of 
the need for freezing as a method of food 
preservation. That, in turn, could mean 
that the complete meal (to be push-but- 
ton vended, of course) would need no 
freezer, no refrigerator. 


a Any one—or all of these developments 
—might make the home kitchen quite un- 
necessary in its traditional sense. That is 
to say, the actual cooking of meals in the 
home (as differentiated from the mere re- 
heating of precooked meals, snacks, etc.) 
may become a lost art if, incidentally, it 
ever had become much of an art in any 
great number of homes. The only kitchen 
function required, in the scientific age of 
food processing that is unquestionably 
coming with great rapidity, would be the 
fast re-heating of food, and that would be 
done, by new techniques, in a matter of 
a few minutes and perhaps even seconds. 
There would be little cooking in the home 


® The food industry has entered this lab- 
oratory phase—not that food has been a 
stranger to the laboratory, but rather that 
the food industry finds itself right in the 
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Off to a great start in 1946, . 
Holiday is the only magazine to show gains in 
both revenue and linage every year* since then gS 
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Holiday magazine enjoyed an advertising triumph its very first year, 
averaging 200 columns of advertising per issue. 


And since that auspicious first year (1946), Holiday is the only 
magazine—weekly, monthly, or what have you—to reach new heights 
in advertising linage und revenue every single year. 


i In 1953, for example, Holiday’s record-breaking ad revenue exceeds 
ite. 514 million dollars. Furthermore,  eetaaaiiai sited altar acl 
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A \ 53 There are excellent reasons why Holiday stands alone today. 


Holiday is the authoritative voice of the big change in our way of 
life . . . the change from long work weeks to short ones, from immo- 
bility to miraculous mobility . . . from tedium to “‘everyday holiday 
living.”’ Hence Holiday appeals to the most active, most responsive 
people in every community. Its readers, more than 850,000 families, 
are the leaders of the big change. They’re people who try new prod- 
ucts, accept new ideas, enjoy new pleasures . . . more often. 


Small wonder Holiday is the most successful new magazine of our 


time. Small wonder, too, that Holiday ranks so high with so many 
successful advertisers. 


*Source—Publishers Information Bureau 


HOLIDAY MAGAZINE 


A CURTIS MAGAZINE 
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... its readers are leaders of the big shemale titiiitistags 
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middle of remarkable new scientific dis- 
coveries that impinge on food and demand 
vast expansion in food research. These in- 
clude chemical, nuclear, and electronic 
developments—all opening up new hori- 
zons which the food processors are bril- 
liantly and courageously exploring. 
~ There is little doubt that leadership in 
the food industry in the next decade will 
be won by the company whose laboratory 
is best inspired, best manned, best 
equipped and best financed. This is recog- 
nized by all of the major factors involved 
in food processing—and there is a com- 
petitive race in full cry to be “fustest with 
the mostest”’ in the food laboratory. 
Incidentally, early in April, Chairman 
Strauss of the Atomic Energy Commission 
announced that the development of the 
hydrogen bomb now permitted an accel- 
eration in the program of civilian applica- 
tion of atomic energy. In this connection, 
he referred specifically to work now in 
progress as well as future plans involving 
the exposure of food to new forms of 
irradiation. He declared that it was en- 
tirely probable that within from two to 
five years, both the agriculture and the 
food industry would be changing by these 
new developments. 


s That out of this concentration on scien- 
tific petentials may come developments 
that will free women from kitchen slav- 
ery—from the never-ending preparation 
of three meals a day—is not merely pos- 
sible; it is entirely probable. And this 
reminds me: It has long been my conten- 
tion that the man who is willing to wager 
on the limitless horizon of the future and 
on the belief that “it can be done” has 
historically won every time over the con- 
servative. That’s one reason why I’m en- 
tirely willing to put complete faith in 
the future of such developments as auto- 
mation, robot retailing and the “kitchen- 
less” home. 

It is fascinating to observe how “time 
and tide” seem to prepare the way for 
these changes. Thus, the kitchen—as 
though aware of its future role as a 
place from which the smells, noise and 
mess of food preparation would some day 
be eliminated—has been quite rapidly 
moving out of its isolation and into the 
living quarters of the home. Indeed, the 
kitchen itself is becoming a new type of 
“living” room. As a consequence, when 
the food laboratory successfully relegates 
home cooking to an exceedingly minor 
role, our architects will already have de- 
signed the kitchen for its new functional 
requirements. 

Now to get back to my opening ques- 
tion: Is a bell tolling for certain kitchen 


The Eye and Ear Department... 


equipment? I would unhesitatingly an- 
swer “yes” to that question if it could be 
assumed that the makers of these appli- 
ances intend to freeze their present de- 
signs. But that obviously will not happen; 
the appliance manufacturers have been 
wonderfully ingenious in the improve- 
ment of their devices and I have no doubt 
whatsoever that they will both redesign 
their present appliances and bring out en- 
tirely new appliances that will function 
efficiently in the “‘cookless” kitchen of the 
future. 


= I really don’t believe that the kitchen 
will disappear or that the home of the 
future will have no kitchen. But I am 
fully satisfied that the kitchen of merely 
five years from now will be a work center 
that will be designed to have less to do 
with the actual preparation of food than 
now seems conceivable. And this, in turn, 
will represent simply a sharp acceleration 
of a trend that really has been heading 
steadily in this direction for generations. 

It will be hugely interesting to watch 
the impact that the food laboratory will 
exert on the prophetic ability of those 
who designed General Motors’ Kitchen of 
Tomorrow. I bring this up because both 
General Motors’ mockup or pilot concept 
of the kitchen of the future, together with 
several similar peeks into tomorrow’s 
kitchen dreamed up by other large man- 
ufacturers, are premised largely on a con- 
tinuation of the present-day techniques of 
food processing in factories and present- 
day techniques of food storage and prepa- 
ration in the home. It is my own guess 
that the food laboratory will move so 
rapidly in the next few years as to make 
the Kitchen of Tomorrow actually yes- 
terday’s kitchen—and long before it ever 
gets out of the experimental stage! 

There is one more point I would like to 
touch on briefly with respect to this com- 
ing age of the retailing of complete meals 
—a subject I discussed earlier in my 
column in AA of Jan. 18, 1954. When the 
ingredients in the complete precooked, 
prepacked meal, or in a line of these 
meals, come from more than one source, 
advertising agencies may have to learn a 
new technique of inter-agency coopera- 
tion. Right now, we have the early por- 
tents of what lie ahead in the various re- 
lated-food campaigns bringing together as 
many as a half dozen different food 
processors. But in these current programs 
the foods themselves continue to be 
packed separately—when they are packed 
in a single unit there will be one whale 
of a lot of corrugated brows in advertising 
agency circles. 


Are Spots a Bargain? 


Every so often an advertiser makes a 
public statement about cutting out his 
national television show and adding a spot 
announcement campaign. The reasons he 
gives are these: 

1. Flexibility: (a) He buys only the sta- 
tions he needs; (b) he can cancel on two 
to four weeks’ notice; and (c) he can keep 
improving his time. 

2. Economy. 

What about this reasoning? Is it logical? 
It is not! 

Before switching to spots the advertiser 
must be sure he can tell his story in 18 
seconds. (When a so-called 20-second spot 
is put on film, it is clocked at 18 seconds 
by the stop watch.) This is possible if the 
brand is well known with only reminder 
advertising necessary. Most brands do not 
have this enviable position and need time 
to develop superiority of product, econ- 
omy or durability stories. 


The second consideration is availability 
of spots. It is very difficult, if not im- 
possible, to buy a good spot campaign. 
The prime times—between “Talent 
Scouts” and “I Love Lucy”—are usually 
held by large advertisers. Only marginal 
times or good time on u.h.f. or marginal 
stations or participations in local shows 
before and after network programs are 
readily available. 

The spot campaign should then be re- 
lated to normal continuity of <dvertising. 
Spots alone are rarely adequate to do a 
single advertising job. They are not con- 
sidered important by the consumer and 
they lack exclusivity offered by other 
media or other uses of television. 

Buyers of spots must reconcile them- 
selves to the uncontrollable association 
with undesirables. One large national ad- 
vertiser found himself only two seconds 
away from Pimms for pimples, for ex- 
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A New Challenge 


Announcing ...G new 
challenge to all ‘premiums’ 


STILL AT REGULAR GASOLINE PRICE 


Only one grade...America’s greatest gasoline value 
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the New Blue Sunoco was announced. 
Does our memory fail us? 


vie ices ©=©6NOW AT YOUR SUNOCO DEALER'S 


There is a theory, held rather widely by advertisers, that people do not 
read ads—particularly long ads. They read the headline and might just pos- 
sibly read a short paragraph of text if it isn’t made to look forbidding by too 
many other paragraphs coming after it. 

People, of course—if by people you mean most of the nation’s readers or 
listeners—are pretty much like that. They are confronted with so much ad- 
vertising they simply don’t have time to read it all. Even if they did, however, 
you couldn’t regard everyone of them as a customer. The few who do take 
the trouble to read are much more likely to become your customers—and it’s 
short-sighted to short-change these people by failing to give them copy long 


There is also an obverse—we are tempted to say perverse—side to this 
theory. It goes like this: Let’s make a sensational statement in our headline— 
even if it isn’t entirely true; we don’t have to substantiate it because most 
people don’t get beyond the headline anyway. 

Maybe this Blue Sunoco ad didn’t come into existence on that theory, but 
it sure is open to question. The headline announces A NEW BLUE SUNOCO. 
A subhead claims NEW high anti-knock power, NEW high all-around per- 
formance, NEW high value for your money. But there is no explanation any- 
where in the ad of what is meant by NEW. The subject is carefully avoided. 
Under the single illustration in the ad and a headline that says “WINS 
AGAINST ‘PREMIUMS’,” a block of copy tells how New Blue Sunoco was 
tested against 16 premium-priced gasolines at the Indianapolis automobile 
track, how the tests were conducted under personal supervision of Wilbur 
Shaw, Pres. of Indianapolis Motor Speedway Corp., and how results prove 
you can get as much as 14.9% of the miles you drive in a year free when you 
change from a premium-priced brand to New High Test Blue Sunoco at reg- 


Undoubtedly this is Sunoco’s attempt to offset the flood of advertising for 
Shell’s TCP, Esso’s Total Power and all the other new hyped-up gasolines. 
But was it against these that Blue Sunoco was tested? And was it this New 
Blue Sunoco that was tested? If our memory isn’t failing us, this test was 
used as the basis for a Sunoco ad campaign quite some time ago—long before 


NEW high unti-knock power 
NEW high all-oround performance 
NEW high value for your money 
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ample, on a major station. His is only one 
of a series of commercials between show 
closing, openings, double, triple and quad- 
ruple spottings by short-sighted, greedy 
station managers. 


e Another limitation of spots occurs in 
the wanderings of the audience while the 
spot is on. You don’t have to spend $100,- 
000 on research to find out that when a 
story is over and the credits, of interest 
only to near relatives of the mass of 
strange names forced on the viewer, start 
to roll, the viewer knows he has five min- 
utes to go to the bathroom, get a beer, 
or just get out and stretch. You can count 
on about 50% of the alleged audience 
being gone or in a highly unreceptive 
mood to receive your commercial. Com- 
pare this to the attention of the viewer to 


the commercial within the body of a show 
—some researchers claim 90% of the 
audience due to their fear of missing 
something if they leave at that time. 

Now if the advertiser accepts these 
limitations of spots and still can logically 
justify them, how about his reasons for 
switching from network to spots? 

Flexibility: There certainly is an ele- 
ment of flexibility. It is true that the ad- 
vertiser has to buy only the stations he 
needs and that he can cancel in two to 
four weeks’ time. But what does he need 
and when does he cancel? 

He usually needs the same basic mar- 
kets he gets with a major network show 
and he usually needs these markets for 
a full year to move merchandise or build 
brand preference. He, therefore, rarely 
cancels, if he is going to stay in business, 
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First, get a. 1. Close-up of TV GUIDE. Every 
single copy goes into the home, is read 


(Starch figures prove how thoroughly 1) and 


referred to every single day of the week. 


Then, visualize your sales possibilities, 


2 


Now 22 editions. Serving 104 standard 
metropolitan markets. 
ADVERTISING OFFICES: 


CHICAGO 
6 N. Michigan Ave. 
WAbash 2-0366 


NEW YORK 
488 Madison Ave. 
Plaza 9-7770 
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Dw to focus 


|. FAMILIES 


wil your | advertising 


when TV GUIDE takes your Produc straight 


to America’s TV audience. Turn this favorite 


TV feading habit to your advantage ow 


Call your local TV GUIDE reordatlie, 


for ull facts! 
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PHILADELPHIA LOS ANGELES 
333 S. Broad St. 1540 N. Vermont Ave. 
Kingsley 6-0807 NOrmandy 2-3101 
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and if he does he knows he is going to lose 
his good spot time and start all over again. 
Thus, the only way to improve his time is 
to keep 52-week continuity in major mar- 
kets, with no hiatus in the summer. 

There is a vast distinction between op- 
portunity to be flexible and the exercise 
of the prerogative. 

Economy: Who said so? It takes nine 
20-second spots to equal the amount of 
commercial time in a half hour nighttime 
show. Add to this a vast cumulative audi- 
ence of spots scattered throughout the 
week, balanced by the inattention and 
movement of the viewers while the spots 
are on. It costs as much or more to sell 
via spots than via show. And a controlled 
spot, in a body of a show such as the 
“Show of Shows” (NBC-TV), is certain- 
ly worth more than three 20-second spots 
in Class A time—if you can get one. 

This is not a blanket condemnation of 


Tips for the Production Man... 


spots. When correctly used and evaluated 
they can complement a continuous adver- 
tising campaign, help introduce a premi- 
um offer, price change, new line, etc., but 
don’t kid yourself. Spots are no substitute 
for good national television advertising. 
The whole is greater (and cheaper) than 
the sum of the parts. 

Watch out when a slick change-of-pace 
artist tries to talk you out of a reliable 
network show, which can be accurately 
measured as to value received, and into 
the never never land of nebulous value. 


= Join in the efforts to police stations 
abusing their licenses with unscrupulous 
multiple-spot practices, but remember 
how hard it is to police 300 separate 
weekly spots in 60 cities and how easy to 
check a network show. Go easy, friend, 
when you go into spots. Check all these 
angles first. 


A New Design Publication 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler As- 

sociates, Mendota, III.) 

A Vol. 1, No. 1 of a new publication is 
always an interesting event for an adver- 
tising man. February saw the birth of a 
new publication which is of special in- 
terest to production men who in any wise 
include layout and typography in their 
list of duties and interests. And that in- 
cludes just about all of us. 

Industrial Design is the name of this 
new magazine. Its issuance would be of 
temporary and passing interest to produc- 
tion men if it were of value only for its 
discussions of industrial design. The 
editors have quite appropriately intro- 
duced some pretty good design into their 
own pages. Thus, layout-wise, the book 
may be of interest to you. 


= Its use of inserts and flaps and gate- 
folds is interesting, and occasional change 
of pace in choice of paper stock is another 
intriguing feature. Wide measure text has 
been used here and there; altogether quite 
arresting. 

The layout is very open, with treat- 
ments of white space which are worthy of 
study, even if emulation is impractical for 
you. Headline type selections are artful, 
proving again the trend away from use of 


Employe Communications... 


Butting Into the 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) 

A correspondent, obviously just getting 
his pinkies wet in the cold waters of com- 
munications, writes in to ask what he can 
do to influence the outcome of the union 
election at his plant. It seems he has been 
hurried into the mantle of director of 
public relations, and the first gesture of 
public relations his bosses want him to 
perform is to insinuate his nose into some- 
thing that is none of his business. 

Last year, in an industrial setting that 
was far from tranquil, a man in employe 
communications undertook to curry favor 
with a candidate for the office of union 
president. It was the considered opinion 
of management that the candidate was a 


a single type family for main headings. 
The head type selections may be a guide 
to fresh new approaches. 

The publisher says that the magazine 
reflects a dozen years of participation in 
the development of contemporary design. 
We liked his description of choice of the 
name Industrial Design. He recalled Mark 
Twain’s comment that the difference be- 
tween the right word and the almost right 
word is like the difference between 
lightning and a lightning bug. ‘“‘We scored 
our seratch pads,” writes Publisher 
Charles E. Whitney, “with words like 
Form, Technique, and Appearance, but 
these marginal descriptives did not cover 
the purpose of the magazine. Then it 
struck us that we need not search for a 
title; we had been using Industrial Design 
as.a sub-title for our associate publica- 
tion, Interiors, for over a decade.” 


# In reading the publication, it is dif- 
ficult to disassociate interest in layout 
with interest in the subject matter. For 
example, a well illustrated piece on sym- 
bols as identifiers, the prime examples 
being, of course, the barber pole and the 
cigar store Indian. 

Industrial Design begins life as a bi- 
monthly, and $9 is the billing price for 
one year, six issues. The magazine is pub- 
lished at 18 E. 50th St., New York 22. 


Union Election 


peaceful guy, mindful of his duties to his 
constituents, but well aware of the beau- 
ties of free enterprise and the moral re- 
wards of playing ball. 


= The company’s syrupy ambassador 
made his comradeship with the union 
candidate known to many. He made it a 
point to harass him with greetings, and to 
invite him to lunch within the hearing of 
good dues-paying members. Such boners 
as are not outlined in the books of good 
plant conduct he wrote for himself. Natu- 
rally the word got around fast, there be- 
ing nothing faster than a hot message on 
the grapevine, and when the election was 
held, the company’s choice was promptly 
buried under an avalanche of votes for his 
opponent. 

It is no sin for management, or for a 


communicator in management, to wish 
that a cooperative candidate will land a 
top union post. To make a gesture in the 
direction of clinching the office for him, 
however, is folly of the worst order. If 
it’s discovered, and it generally is, the 
candidate is a lost cause. 


= The answer to the curious correspond- 
ent described in the opening paragraph 
therefore is: Stay away from it. 

The best labor-management atmosphere 
in a factory is always found where you 


Advertising Age, May 24, 1954 


find mutual respect, and there are many 
such factories. Here the management man 
respects the official rank of the union of- 
ficer, and respects the fact that the union 
leader has certain specific obligations to 
his membership. On the other side, the 
union official in these orderly settings 
recognizes that the management man 
must abide by his book of rules, that he 
also has certain duties to perform. Some- 
times the obligations on both sides be- 
come distasteful, but one man never tells 
the other how he should paddle his canoe. 


Looking at the Retail Ads 
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By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


In a field where the presentation of 
merchandise has become as dry as dust 
and as common and uninspiring as the 
average tv show, this ad stands out for 
its virtues. 

Here’s an ad with an idea. It comes 
out of the very heart of the business, not 
from its epidermis. It represents collab- 
oration on the part of merchants and ad 
people. 

It required at least a little coordina- 
tion of merchandise. There is sufficient 
copy on most items to do some selling. 
There is an invitation in bold type. 


# There are half a dozen ways in which 
this ad could have been made better, I 
think—could have been made to go more 
of the whole route to maximum success. 
But unlike what many of today’s anemic 
ads need, the suggestions for betterment 
here would be refinements and further 
projection, not starting all over again. 
In the hat ad, to be consistent with the 
headline, the bright feather might be 
mentioned. If there isn’t more than one 
yellow shirt in the big store, there 
should be. And if they’re there, they 
should be mentioned. Many men simply 
won’t or can’t wear a round pin-collar. 
A bow tie could have been shown and 
mentioned, too, and other patterns of 
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four-in-hands. Men don’t want to ap- 
pear uniformed after a visit to a big 
store. The Alligator coat has no color 
mentioned. A “powder” effect might be 
a blue, or grey, or something else. The 
flannel suit copy—good! Though I’m not 
sure the art portrays a “natural-line 
shoulder.” Other grays might have been 
mentioned. 

The nylon socks copy might have 
mentioned specifically the colors that 
confirm the theme of the ad, as well as 
“all colors.” 

And to suit my demanding require- 
ments for full sell in an ad, in this ex- 
cellent page I would have wound up 
with a box or panel down in the lower 
right somewhere that echoed and en- 
larged the invitation that occurs now 
only in display at the top. 

In many a big store, ads like this are 
diminished in value because the theme 
idea is born too late, or because some 
buyers “chicken” on the coordinating 
merchandise, or some departments sell 
their coordinating items before the ad 
appears, and so on. The more credit to 
an advertising department that, never- 
theless, pulls it all together as best it 
can! 

. * * 

Yes, here is an ad far better than you 
can find in any average week in any 
average city, for any typical good men’s 
store. 

A philodendron 
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This is 
Broadcast House 
in Washington... 


a new landmark towering on 

the Washington scene. It is 
Broadcast House, the new home 
of WTOP Radio and WTOP-TV 
—the only building in the nation’s 


capital that is specially designed 


and built for broadcasting. 
Next time you’re in Washington, 


make our home your home. 
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Which 


design 


publication 


verifies 


every 


recipient 
every 


year? 


Every copy of MACHINE DESIGN is mailed 
as the result of a request from a Design 
Engineer. MACHINE DESIGN is the only 
design publication which verifies 
every recipient every year. 


“Economic Uncertainty’ No Problem 
for Door-to-Door Selling Companies 


Restrictive Laws Are 
Main Worry of 7,000 
Direct-Selling Firms 


‘ucts, New York manufacturer of 
cosmetics and a wide assortment 
of related products. In the business 
‘of direct selling since 1886, Avon 
today has on its roster more than 
By Frederick Borden 60,000 representatives who sell a 

New York, May 18—Call it total of about $70,000,000 each 
“stabilization,” call it “rolling re-|¥e@?- The representatives retain 
cession,” call it what you will, it’s lenin ee ae bonged si 
no cause of worry to at least one ‘ r 
branch of isevkenn, commercial |" the $40-$50,000,000 bracket. Of 


endeavor. 

The 7,000 companies whose 1,- 
500,000 representatives will sell 
about $10 billion worth of varied 
merchandise through door-to-door 
sales operations this year know 
through experience that their vol- 
umes increase during periods of 
economic uncertainty. 

Although hundreds of thousands 
of direct sellers are fulltime 
workers and heads of families, 
many who must limit themselves 
to parttime activity find direct 
selling peculiarly adapted to their 
needs. Wives who want to supple- 
ment family income, widows and 
other persons living on inadequate 
pensions, retired people with lim- 
ited resources, and the partially 
disabled or physically handicapped 
find that they can tailor their 
working schedules to their person- 
al requirements. Such people tend 
to increase their activity during 
periods when economic pressure is 
greatest against lowered payrolls. 


@ These spiritual descendents of 
the Yankee peddler, however, have 
also inherited the opposition of re- 
strictive legislation which has 
plagued such activity since colo- 
nial days. 

In more recent times, the town 
of Green River, Wyo., set the pat- 
tern for a spate of punitive ordi- 
nances, when, about 20 years ago, 
it adopted legislation making it 
“a nuisance, punishable as a mis- 
demeanor, for a person to go in 
and upon a private residence for 
the purpose of selling merchan- 
dise”’ unless the salesman had been 
| requested or invited to do so by the 
occupant of the premises. 

Laws similar to the Green River 
ordinance have since been passed 
by a considerable number of 
smaller communities, and have 
been tested in the courts. The 
highest courts in 11 states have 
ruled such legislation unconstitu- 
tional; their counterparts in six 
others have found them to be ad- 
missible. The Green River law was 
examined by the U. S. Supreme 
Court, and on June 4, 1951, was 
thrown back to the states with the 
ruling that it did not violate fed- 
eral constitutional law. 

In a comment on magazine sub- 
scription selling which is still stir- 
ring up controversy (AA, May 10, 
17), Bernard Gallagher, publisher 
of “Gallagher Report,” estimated 
that local nuisance ordinances 
against house-to-house sales are 
on the increase. His report said 
that such ordinances were passed 
by 808 villages, towns and cities 
in 1952, while last year saw the 
passage of 904 ordinances. 


| Leading spirits in fighting this 
| kind of legislation, and in carrying 
|}out a program of public education 
|about direct selling are the Na- 
‘tional Assn. of Direct Selling Com- 
_panies and the Central Agency of 
| Magazine Subscription Solicitors. 
|The 300 member-companies of the 
| NADSC, whose representatives sell 
\food products, cosmetics, vacuum 
icleaners, insecticides, kitchen 
ware, brushes, women’s and chil- 
'dren’s apparel, shoes, work cloth- 
|ing, greeting cards, and books of 
_all kinds, include some of the big- 
gest in the field. 


For example, there is Avon Prod- 
i 


this amount, close to $1,000,000 is 
|spent each year on two kinds of 
advertising: newspaper classified 
|to solicit new representatives, and 
| four-color spreads in national 
| women’s magazines to support the 
brand name and smooth the path 
or the representative. 

Avon directly employs 175 man- 
agers, in cities of 75,000 population 
lor over and in rural districts, 
whose job it is to find additional 
| sales representatives and to super- 
| vise their activities. The company’s 
operation is typical of many in the 
direct selling field, in that repre- 
sentatives deal directly with the 
home office, place their orders, re- 
ceive merchandise, sell it to their 
customers, make collections, and 
then remit the parent company’s 
percentage. 


® Despite this widespread exten- 
sion of credit to so many individu- 
als, George Graves, v.p. and assist- 
ant secretary of Avon, says that 
over the company’s many years its 
loss through non-payment has av- 
eraged far less than 1%. Mr. 
Graves is also current president 
of the national association, which 
has secured the services of Banner 
|& Greif, New York public relations 
|outfit, to aid in dissemination of 
its educational material. 

The program undertaken under 
these auspices is directed at con- 
vincing the public of “evident 
truths about the direct selling in- 
dustry,” including propositions 
that this line of activity aids both 
national and local economy, that 
direct selling constitutes an honor- 
able career, and that “companies 
engaged in direct selling maintain 
business standards of the highest 
order.” 

In support of this last argument, 
the association quotes a pamphlet 
issued by the National Better Busi- 
ness Bureau, which reports that 
out of 111,144 complaints received 
by the nation’s BBBs in a six- 
month period, only 1.5% involved 
direct selling. 


® Through the association, the in- 
dustry has pledged itself to a 
course of fair dealing with its cus- 
tomers. Standards of practice, 


Advertising Age, May 24, 1954 


tions and Better Business Bureaus, 

boards of trade, and local cham- 
‘bers of commerce, in order to “jus- 
‘tify public confidence in...direct 
selling and the maintenance of 
/good merchandising and trading 
| principles.” 

The national group points out, 
too, that a recent survey indicates 
that the concept of a direct selling 
representative as an itinerant who 
takes money out of a community 
is at best a holdover from an ear- 
lier day. 

According to the study, 88% of 
all direct salespersons live in the 
communities in which they carry 
on their work, and are consumers 
and taxpayers in their home areas. 
Over 80% of them own cars, and 
56% own their own homes. Of the 
male direct salesmen, 83% are 
married and have an average of 
two children. 


® “Direct sales serve to introduce 
new products which might other- 
wise never get on the market,” 
says Mr. Graves, citing the experi- 
ences of King C. Gillette, safety 
razor inventor, and of the original 
manufacturer of the can-opener. 
In both cases, the inventors found 
it necessary to undertake direct 
sales in order to create a market 
for their products—which today 
are standard items in established 
retail stores. 

Among other leading exponents 
of direct sales is Fashion Frocks, 
Cincinnati, largest dress house in 
this field. The company deals reg- 
ularly through 50,000 “fashion 
counselors,” has had as many as 
100,000 working with it at peak 
periods, and sells in about 20 for- 
eign countries in addition to every 
state in the U. S. 


® A different approach to the 
problem of direct selling is em- 
ployed by Stanley Home Products, 
Westfield, Mass. 

This company, which manufac- 
tures a line of brushes and house- 
hold goods, requires that its rep- 
resentatives organize “home par- 
ties’ where demonstrations of its 
products are staged before a group 
of housewives. This technique has 
been introduced in fairly recent 
years, and many organizations are 
encouraging their representatives 
to adopt it. 

The Central Registry of Maga- 
zine Subscription Solicitors, set up 
by the Magazine Publishers Assn. 
in 1940, carries detailed listings of 
from 18,000 to 20,000 active sub- 
scription salespeople. 

Its members are some 40 agen- 
cies, either independent or affil- 
iates of national publishers, with 
offices in almost every state. Under 
articles of agreement between the 
registry and the subscription agen- 
cies, a card is filed for every so- 
licitor, containing such informa- 


tion as previous magazine selling 


adopted by the group in 1950, in-| experience and a statement of fa- 
clude statements that merchandise miliarity with key provisions of 
should be fairly represented, that the agreement. 

quotations about quality and price) 

should be “truthful, constructive \@ Like the NADSC, the Central 
and _ informative,” that there| Registry has set up a series of 
should be no misleading methods |selling standards. Article 7 of the 
of approach to a sale, and that | agreement provides, among other 
there should be full cooperation things, that no one shall use a 
between direct selling organiza-| “personal sympathy appeal con- 
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1 37% 


‘ of QUAD-CITY people 
live on 


| the ILLINOIS side: 


ROCK ISLAND 
MOLINE 
| i EAST MOLINE 


You cover 3 of the 4 Quad-Cities 
when you use these newspapers: 
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nected with the past, present or} 
future status of any person regis- 
tered by it,” no agency shall au- 
thorize solicitation of pedestrian 
or vehicular traffic for subscrip- 
tions, and that no agency shall 
“authorize or permit the use of 
any false or misleading statements, 
remarks or advertisements.” 

About one-third of all magazine 
subscription sales available door- 
to-door are estimated to originate 
in that way. In this field, how- 
ever, there is a far greater propor- 
tion of itinerant representatives 
than in the area of direct mer- 
chandise selling. Because of this, 
Central Registry is much con- 
cerned with licensing laws and 
police finger-printing require- 
ments, often aimed chiefly at 
transients. 


# Chairman of Central Registry is 
Lowell T. Shumway, v.p. and cir- 
culation director of McCall’s, who 
is now engaged in a dispute with 
Bernard Gallagher over a Gal- 
lagher statement that last year 
nearly 6,000,000 magazine sub- 
scriptions were obtained through 
questionable house-to-house meth- 
ods (AA, May 10, 17). 

Calling the Gallagher charge 
“something less than authorita- 
tive,” Mr. Shumway pointed to a 
Central Registry plan—in effect 
since Oct. 1, 1948—whereby travel- 
ing subscription crews have regis- 
tered at better business bureau of- 
fices and chamber of commerce 
offices. According to National Bet- 
ter Business Bureau ratings, the 
proportion of “no complaint” or 
“no serious complaint” crew visits 
rose from 89.6% in 1948 to 93.64% 
in April of this year, Mr. Shum- 
way said. 

About 40,000 persons in all have 
been carried on the registry’s list- 
ings since its inception 14 years 
ago. Here, too, it has been found 
that more individuals seek this 
type of work during less prosper- 
ous economic periods. As a result 
of constant work with almost 100 


large increase in the number of | 
active solicitors can be experienced 
without bad effect on the ethical 
level of operation. 


PR Management Corp. 
Elects John LaCerda Head 


Public Relaticns Management 
Corp., New York, has elected John 
LaCerda, head of John LaCerda 
Agency, Philadelphia, president. 
Paul A. Newsome, Newsome & Co., 
was reelected chairman and treas- 
urer. Other new officers are Scott 
Wilson, Scott Wilson & Associates, 
secretary and southern regional 
v.p.; William Kostka, William 
Kostka & Associates, western re- 
gional v.p.; Howard Mayer, How- 
ard G. Mayer & Dale O’Brien, mid- 
western regional v.p., and Kenneth 
McArdle, Public & Industrial Re- 
lations Ltd., Canadian regional v.p. 
PRMC is comprised of 26 public 
relations firms located in the U. S., 
Canada, Mexico, Australia, France, 
Italy and England. 


Parker Increases Ad Budget 


mid-year gift market, Parker Pen 
Co., Janesville, Wis., has set an 


Driving hard for a share of the | 


the registry predicts that even al Mann to Western Condensing Richards Boosts Lavery 


Douglass L. Mann, general sales 
manager of Congoleum-Nairn Inc., 


whey products, and has five ma- 
jor sales divisions: feed ingredi-_| 
ents, feed products, pharmaceuti- | 
cal supplies, bakery products and, 
consumer products, most sold un-) 
der the Peebles’ brand name. 


Group Pushes Ice Cream 


Banana Royal ice cream will be | 
given an intensive test promotion 
in New Haven during June by five 
manufacturers. Local newspapers 
and radio will be used plus point 
of sale material. Manufacturers 
include H. P. Hood & Sons; Brock- 
Hall Dairy Co.; Huber ice cream 
divisicn of Borden Co.; General 


‘Chicago manager of Fletcher D. 
Kearney, N. J., has been named Richards Inc., succeeding W. D. 
v.p. of sales of Western Condens- | Jordan, who has left to head a 
ing Co., Appleton, Wis., and Pet- | carbonated beverage company. Mr. 
aluma, Cal., effective June 7. He| Lavery has been with the Chicago 
will make his headquarters in Ap-| office as an account executive since 
pleton. Western Condensing makes | !952. 


61 
Jon Bickerton Named A. M. 


Jon Bickerton has been ap- 
pointed advertising manager of 
Great Universal Stores, operator 
ef 92 furniture and furnishing 
stores throughout eastern Canada. 
Michael D. Teff has been ap- 
pointed assistant advertising man- 
ager. 


Hugh D. Lavery has been named . 


Ice Cream Corp., and Breyer Ice 
Cream Co. Harold Cabot & Co., 
Boston, is the agency. 


“happy 
talk” 


Business grows fast for 
advertisers who use the number- 
one publication in its field — 

Candy Industry. That’s why 
Candy Industry carries almost 

three times as much advertising 
as its nearest competitor. 


Don Gussow Publications, Inc. 
220 E. 42nd St., N. Y. 17, N.Y. 
MUrray Hill 7-8771 


CANDY INDUSTRY audited circulation—6,262 


Information headquarters for the billion-dollar industries they serve— 
“Candy Industry,”" ‘The Candy Industry Catalog and Formula Book,” and “Bottling Industry.” 


$800,000 for May and June, more 
than double that of the same peri- 
od in 1953. National distribution 


next two months, and co-op news- 


network tv show, 


trcduce the new pen. 


Gordon Baking Names D'Arcy 


Gordon Baking Co., Detroit, has 
switched its account from N. W. 
Ayer & Son to D’Arcy Advertising | 
Co., effective Aug. 1. D’Arcy’s New 
York office will handle the ac-| 
count. D’Arcy will open a new 


advertising budget of more than) 


of its new ball-point pen, the Jot-| 
ter, will be completed during the | 


paper ads, a Life insertion and. 
“Four Star 
Playhouse,” are being used to in- 


| 
| 


Kingans 


Chicago office to handle Standard | 


Oil Co. (Indiana), which it recent-| 


local better business bureaus and ly took over from McCann-Erick- | 


about 700 chambers of commerce, 


son. 


A BALANCED NEWSPAPER 1S A GREAT NEWSPAPER 


nee 


well-balanced 
NEWS 
FEATURES 


= 


INTERPRETATIO 


make a most readable newspaper 


FEATURES 


INTERP 


RETATION | 


SELL THE 
YOU SELL 
MARKET OF 


NEWS READERS AND 
THE WHOLE BUFFALO 
OVER 1,400,000 PEOPLE 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor ond Publisher 


KELLY-SMITH CO. 
National Representatives 


WESTERN NEW YORK’'S GREAT NEWSPAPER | 


one market. . 


... says ARVID SWANSON, assistant manager in charge of 
merchandising, Seattle-Tacoma area, KELLEY-CLARKE CO., Seattle 


“Most of the nationally known products we handle 
are advertised in the Pacific Northwest.” Mr. Swan- 
son continues, “Seattle-Tacoma is one territory ... 


. in our thinking, yet the Tacoma 


portion of this market is not adequately covered 
by one or both of the Seattle newspapers. Therefore, 
when we merchandise any product, the Tacoma 
News Tribune is a must.” 


NEWS-TRIBUNE CONSISTENTLY — 
_ IN THE “FIRST FIFTY” LIST | 
-. Throughout 1953 and during the first — 
three months of 1954, the News 
_ Tribune ranked high among Canadian — 
and U.S. evening newspapers, accord- 
ing to lineage reports of MEDIA 
RECORDS. It is one of 7 evening news- © 
papers on the Pacific Coast and one | 
of 2 in the Pacific Northwest to appear | 
consistently in the ‘‘First-Fifty’’ list. & 


You Need BOTH in Prosperous Washington State 
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Raleigh’s ‘No Advertising’ 
Puzzles Canadian Producer 

To the Editor: 
whom? 

Quite frankly, we're puzzled. On 
this side of the border, we'll grant 
you, television advertising is a 
johnny-come-lately. But still, a 
number of us make a living from 
it, pay the rent, and buy cigarets. 
To do this, we keep a watchful 
eye on our good American cousins, 


Who's kiddin’ | 


The Voice of the Advertiser 


This department is a reader's forum. Letters are welcome. 


and steal, reject, improve, or ig- 


nore the techniques and methods 


you use in tv selling. 


cigarets. Surely they can’t be seri- 
ous? Please, please, say us no. A 
chappie with eyebrows comes on, 
makes a face like a sincere friend, 
and wallops home the fact that 
“Raleigh doesn’t waste its money 


/on advertising like all those other 


fellas, but passes the savings on to 
you.” Then he trots out a display 


|}of dazzling can openers, crockery, 


hotplates and other (oh, so valu- 
able) premiums that lucky Raleigh 
smokers can carry home with the 
requisite number of coupons. 

To make matters worse, still on 
the sincere kick, our pal vividly 


|| demonstrates how all the other to- 


WEATHER 


Consumer reaction to a new product is as 
uncertain as the weather. Before you 
launch your new product, new promotion, 
or new ad campaign on a nation-wide 
scale, you'll be wise to find out 

which way the wind blows. 


FORECAST 


Pre-test your new product, your new promo- 
tion, your new advertising. Get a reliable 
prediction on probable performance. The 
Burgoyne Grocery & Drug Index can help you 
find out whether public reaction will be “fair 
and warmer” or “continued cold”. Burgoyne’s 


scientific research 


organization will furnish 


you with monthly-audit reports to show you 
how you're doing against competition—in one 
or more of 14 ideal test markets. 


_ marieatt BANK BLDG., CINCINNATI A OHIO 
TEST IN SPRINGFIELD, MASS.— 
A BURGOYNE TEST CITY 


*& Metropolitan Springfield ranks 2nd in Massachusetts, 
4th in New England, 42nd in entire U.S. in retail 


* 14% more food sales per person, and 17.6% more 
drugstore sales per person than the national average. 


* Diversified industry, isolated location, and high buy- 
ing power meet the requirements for a good test 


market. 


% The 3 Springfield Newspapers provide practically 
100% coverage throughout Metropolitan Spring- 
field, at a unit rate of 40¢ per line (combined daily), 
and 25¢ per line (Sunday). 


BURGOYNE STUDIES ARE AVAILABLE IN: Canton, Ohio, Cedar Rapids, 
lowa, Charlotte, N. C., Columbus, Ohio, Dayton, Ohio, Grand Rapids, 


Mich., Harrisburg, Pa. 


, Indianapolis, Ind., Omaha, Nebraska, Peoria, 


Ill., Rockford, lll., South Bend, Ind., Springfield, Mass., Syracuse, N. Y. 


‘radio, and newspapers, and maga- 
| Every couple of weeks we see a zines, while good ol’ Raleigh passes 
|tv feature intended to sell Raleigh | all the savings on to me, because 


'smoke, or that your dentist would 


bacco companies squander their 
| money on ridiculous things like 


they spend such a piddly little bit 
in tv. 

All this, mind you, on time that 
Mr. Raleigh paid for through the 
teeth. Mostly to tell people that 
Raleigh doesn’t advertise. Not that 
Raleigh is even a _ pleasure to 


approve, or nothin’. Just that 
Raleigh doesn’t advertise. For this, 
they pay money. 

Maybe our little group has just 
missed the point. We find it just 
too darn hard to swallow that this 
sort of thing does anybody, spe- 
cially the advertiser, anything but 
harm. 

I’ve smoked a Raleigh. It’s an 
excellent cigaret. That’s why it 
doesn’t seem right, somehow. They 
have something to talk about. 

Will somebody please assure 
somebody that this isn’t a trend, 
that it doesn’t sell? Please? 


R. I. LAIDLAW, 
Laidlaw Productions, Toronto. 


In its July 9, 1951, issue AA com- | 
mented at some length on Raleigh | 
advertising. Interestingly enough, 
the headline on AA’s artlicle, like | 
the opening sentence of Mr. Laid-'| 
law’s letter, was “Who Kids Who 


When Raleigh Saves on Ads?” 
(Grammatically incorrect, but 
“whom” just wouldn’t fit.) 

* 7 os 


| 
Pittsburgh Statistics Show 
City Far from ‘Reeling’ 

To the Editor: How in the name | 
of heaven could any strike that in- | 
volves about two-tenths of one 
per cent of Pittsburgh’s 1,168,162) 
labor force hit our econcmy hard 
enough to send it “reeling.” | 

Yet, according to the report in) 
your May 10 issue, this city is 
“reeling” from a department store 
strike—a “hassle” that has been a 
“carnival of court suits, smashed | 
windows, paint bombs,” etc., etc. | 
—with the future looking so ‘ ‘very | 
dim” that “one store owner pre-| 
dicted that the three largest stores | 
would close’—and the surround-_ 
ing densely populated area is! 
“again facing that dread industrial 
pseudonym, ‘Ghost Town’.” 

Surely, it would take more than 
that to halt the progress cf this 
tremendous market of 3,087,900 
people whose annual purchases 
exceed 34% billions cf dollars and! 
who produce 7}2 billions of man-. 
ufactured goods each year. 

Nor could that microscopic drop | 
of water conceivably dampen the | 
drive and enthusiasm of this com 
munity whose civic energy is now | 
producing the greatest physical 
renaissance that has ever taken! 
place in any city in America. 

But more to the point—if your | 
reporter had contacted the. 
Pennsylvania State Employment 
Service, he wculd have been told 
that: 

“In the next two to four months, 
1,104 large firms in this area ex-| 
pect to add approximately 2,354) 
workers”—and that March showed | 
“a slight increase in the number of | 
new jobs opening received by our | 
offices and increase in the num-. 
ber of persons placed on jobs.| 
This reversed the trend during 
the past several months.” 

And had he talked with the edi- | 
tors of the Pittsburgh Business | 
Review, published by the Bureau 
of Business Research of the Uni-. 
versity of Pittsburgh, he would | 
have learned that: 

“Wholesale sales in Pittsburgh 
made a far better showing in 


| 


March than in the two preceding 
i months.” 


\for the pericd since 1950.” 


‘since 1930.” 


“New 
tions in March were the highest in- 
the past five months.” 

“Car lot receipts of fruits and. 
vegetables in Pittsburgh in March 


were the highest in any 
since July last year.” 

“Unloading of all classes of 
livestock at the Pittsburgh Yards 
for local slaughter increased ap- 
preciably from February to 
March.” 

“Freight carloadings in March 
were 1% higher than in Febru- 
ary.” 

“Production of crude petrcle- 
um was moderately higher in 
March than in February.” 

“New construction awards in 
27 counties of Western Pennsyl- 
vania had a combined value of 
more than $72,000,000 in the 
first quarter of 1954, the highest 


month 


“Pig iron production in the 
Pittsburgh-Youngstown District 
was up 5.4% in March over Feb- 
ruary, compared with the nation- 
al increase of 3.1%.” 

“Steel operations in the Pitts- 
burgh District were running at 
the rate of 76.5% of capacity in 
March compared with the national 
rate of 69.0%.” 


passenger car registra-| 
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being the only daily newspaper in 
Pittsburgh to surpass all previous 
years’ records. 

“In April our circulation was 
practically the same as March, 
while cone afternoon paper drop- 
ped over 5,000 and the other lost 
over 2,000. 

“And that for the first four 
months of this year our circulation 
has averaged about 5,000 above 
last year, while one afternoon is 
up only 900 copies and the other 
is up 2,000.” 

“Reeling,” Mr. Bernstein? It 
would take a lot more than a 
strike to halt the onward march 
of a dynamic growing city such 
as Pittsburgh! 

HERBERT G. WYMAN, 

V.P. and Advertising Direc- 

tor, Pittsburgh Post-Gazette. 


a ~ + 
Publishers with Scruples? 
Nonsense, Says Beebe 

To the Editor: Somewhat be- 
latedly, not having been apprised 
of the entire antecedent corres- 
pondence and only lately having 
received a clipping from the in- 
fallible Romeike of Thomas De- 
laney’s letter (AA, April 12), may 
I rise rudely in meeting to make a 


“Sales of new paid-for policies 
(life insurance) by 30 Pittsburgh | 
agencies rose to $12,462,000 in’ 
March, the highest for the month | 


Surely these are not signposts | 


‘that peint to an industrial “Ghost | 


Town.” 

Of course had he dropped into) 
‘our office, we would have modest- | 
ily told him: 

“Again in April, our advertising | 
‘volume broke all past records for’ 
the month. 

“The Post-Gazette is the only| 
‘Pittsburgh daily mewspaper_ to 
| show a gain in advertising for the 
‘first four months of this year. 

“This continued increase of ad- 
'vertising volume follows in the 
heels of three consecutive years of 


|Enterprise is in the chips. 


motion, since it was my partner’s 
and my property that was in dis- 
cussion? 

For the record The Territorial 
How 
much I never can tell since my 
partner, Charles Clegg, who is 


/even more of a nutmegger than me 


and more Yankee than most, 
spends all on promotion and new 
‘equipment and I am unable to 


SIMPSON-REILLY, LTD. 
iar Representatives 


Los ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


“When we went to 


River, we were safely out of Newark 
Newstown. Now we wake up in the 


middle of 190 new subscribers!” 


Represented nationally by O'Mara & Ormsbee, Inc. 


©. 
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bed here in Saddle 
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suborn his accountants with even! have added a little joy to some-) ested agencies anywhere. SWITCH FROM STILL SLID ES! 
the best advertised bourbon to one’s life. | We feel that in these modern ¥ a 
tell me the true state of our af-| Therefore we were pleased to times, distance between client and x a . BS) 

fairs. “You get paid, don’t you?” | note that E. Olshansky of Chicago his agency is not a major problem. , “ys Start Using 


he says rudely, “Then why stick|was amused at the “unbridled op- We sincerely feel and can prove 
your Boston nose into the bank|timism” of agencies such as ours that we can service an account no- 
account?” whose sincere belief in their ability matter where the location may be. 

As for local advertising, touted|led to their answer to his ad (AA, We wish to thank AA for making 
by implication by Mr. Delaney, we| May 3). \it possible for us to have injected | 
have none because it doesn’t exist We do not doubt but what there /a_ bit of humor into the jangled, 
to any tangible extent. Local ad-|are plenty of fine advertising ulcer-ridden advertising field. ' ee 
vertising in a desert community | agencies in Chicago; however, we Dana Boose, paw — SLIDE 
of 400 people will not support a/thought that the ad was placed in President, Boose-Haynes & As- Ro $10.00! 
$60,000 business in the style to! good faith and directed to inter-| sociates, St. Petersburg, Fla. Us 
which we are accustomed. We 
have, of necessity, to be pretty na- 
tional. We prefer to think we are h ‘ 
Western. 

To this point, Mr. Delaney only For 3 mont § ina row ‘tes 
requires my corroboration, but 
when he gets into the field of 
propaganda for newspapers which 
somehow squeak by without booze 
in their columns and try and fob 
this off as a noble gesture of re- 
nunciation on their part, I am 
prompted, as I say, to rise in meet- 
ing and protest. 

It is altogether conceivable, in 
a degenerate time and debased and 
preposterous society, that the 
newspaper owner or publisher ac- 
tually exists who doesn’t drink a 
slug or two before his strawberries 
for breakfast and brush his teeth 
in a light Moselle. I’ve never seen 
or heard of him, but I haven’t been 
everywhere or met all the side 
shows. I’ve only been a reporter 
for better than a quarter of a cen- 
tury and the wonders of the world 
haven’t been altogether revealed. 

I venture, however, the guess 
that the members of Mr. Delaney’s 
Greater Weeklies Associates who 
don’t accept liquor ads do so not 
from high minded motives of re- 
nunciation, but because they exist 
in hag-ridden communities where 
the various churches .. . have a 
firm hold on them .. . and they 
don’t dare to. 

I have yet to encounter a pub- 
lisher of the most virtuous front 
and pretensions. anywhere who, 
exempted from the pressure of 
groups of imagined virtue, would 
not with glad welcoming accept 
limitless display insertions from 
booze merchants, madames, vend- | 
ors of narcotics, wholesalers in| 
Indian hemp, reefer rafflers, monte | 
throwers, crimps, pimps, dice trim- | 
mers, snake oil cures, French nov- 
elties and “plain package goods” 
of every sort and gender, dirty 
postcards, illustrated editions of 
“Fanny Hill,” trusses, patent medi- 
cines, Swedish rub houses, pro- 
prietors of assignation houses, 
creep joints and panel parlors, sac- 
| ramental wines for shipment to 
dry locales, green goods, remedies 2 . ‘ a ' 
ee ee Soars to an all-time circulation high! 
land swindles and sex machines. J . 

Don’t give me this nonsense 284,929 Sunday and 244, 295 Daily for the 6 months ending March 31, 1954 
about publishers with scruples; 
there isn’t a publisher in the land 


RSs 


ANIMATED TV 
SLIDES >» FILM 


FULL OF ACTION! THEY ZOOM, 
FLASH, SPIN, ROLL and BURST! SEND Us 


FILMACK STUDIOS ;@eyneuu 


: OUR SERVICE 
1323 So. Wabash Chicago, Ill. RVICE! 
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could borrow a scruple with se- The Miami Herald’s national advertising leadership reflects the 
curity... 
Most of these accept church in- tremendous selling power of this great and growing newspaper 
sertions and religious advertising, 
— nn al that for conning . +. a proven medium which singlehandedly delivers Florida’s 
e suckers: 
--. A pox and not a small one on entire booming Gold Coast—now a billion-and-a-half 
Mr. Delaney and his Greater Week- 
lies Associates, every one of whom dollar market with a summertime bonus of 
would be enchanted if he thought 
he could get away with columns of more than a million tourists! 
classified for the local bagnios if 


the butcher whose wife ... with See your SB&F man today. 
a face to stop the town clock, 


wouldn’t jerk his paid space in- 
stanter. By having no local except 
the more discerning saloons and 
gambling parlors .. . we eliminate 
that nuisance value and hazard. 
Don’t Mr. Delaney and his asso- 
ciated weeklies wish they might 


do the same? ; JOHN S. KNIGHT, Publisher 
The answer is: Yes. 


, Lucrus BEEBE, STORY, BROOKS & FINLEY, National Representatives Affiliated Stations — WQAM, WQAM-FM 
Publisher, The Territorial En- 
terprise and Virginia City 
News, Virginia City, Nev. 

7 > . 


Distance No Major Problem + The Miami Herald Alone Delivers the Greater Miami Market! 


To the Editor: It always give us 
deep satisfaction to know that we 
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Do More Advertising and Stop Switching 


Agencies, Sullivan Advises Small Brewers 


New York, May 18—Much more Brand Switching, 
advertising is needed by brewers, Survey.” 
particularly the smaller ones, and 
with strong emphasis at the local » “A disturbing number of brew- 


level. ‘ers,’ Mr. Sullivan says, “are not 
In addition, every effort should|now, and have not in the past, 


be made by small brewers through peen putting a sufficient weight of 
aggressive advertising, sales pro-|csajes dollar behind product-push 
motion and merchandising to level through concentrated and intensive 
off the seasonal factor supposedly advertising, sales promotion and 
imposed by the onetime psycholo- ‘merchandising activity.” 

gy of winter. 

These points are brought out by! 
David J. Sullivan, sales and mar-| time ago, Mr. Sullivan says the 
keting consultant, in the current facts show that many of the smal- 
issue of American Brewer. ‘ler brewers have no balanced pro- 

Emphasizing that advertising| motion budget. 
needs are shown by the headlines,; «py palanced budget is meant a 
Mr. Sullivan quotes several heads | total budget calculated by the dis- 
p neh ADVERTISING AGE. These in-| tribution of the dollar to be ex- 

. /pended against the marketing ef- 

“Much More Advertising Needed: fort rats to have inherent in 
Lasser”; “Needed: Formula to Hold jt a balancing out of all the ele- 
Brewing Accounts; Brewers Aver- ments needed successfully to lift 
age One New Agency a Month”; product sales and distribution. 
and “Quality Main Cause for Management would do well to re- 
examine its policy in this regard 
at all levels.” 


According 


a The instability of brewers’ re- 
lationships with their advertising 
'agencies, Mr. Sullivan says, is a 
contributing factor to many vital 
|problems with which brewers are 
concerned. 

“If, as may be suspected,” Mr. 
Sullivan says, “the rapidity of 
agency turnover is the result of a 
manifest desire on the part of a 


Covering New England & N. Y. 
EW ENGLAND Home 


Bz Et DEALER 
| 8,675 PER MONTH 


Only Regional Trade Paper for: 
PLUMBING & HEATING 
AIR CONDITIONING & REFRIGERATION 
LP-BOTTLED GAS & APPLIANCES | 
Published by: Publication Associates | 
141 Milk St., Boston 9, Mass. 


“all” DOES 
ALLRIGHT WITH 
THIS TWIN! 


ee 


Washday’s getting to be more and more a set- it - and- 
forget-it, proposition for the St. Paul Missus! One out of every 
five housewives in the St. Paul “half” of the Twin City market 
now owns an automatic washer, according to the 1954 St. Paul 
Consumer Analysis Survey. And this survey shows that in the 
past year, thousands of these women have switched their washday 
soap preference to “all” . . . almost doubling its acceptance of a 
year ago... following a hard-hitting, consistent advertising 
campaign confined almost exclusively to the St. Paul Dispatch- 
Pioneer Press in this market. 


SOAP PREFERRED FOR HOME LAUNDRY BY 
OWNERS OF FULLY AUTOMATIC WASHERS 


1954 1953 
BRAND | ERECT EL CLALIT ELE LATTE CET 38.8% 38.1% 
aS $54 6 cob ey CONES CROC Od OHS REED ECON 1.6 11.0 
 <44-6nin ba 604.0416 69 5% 0004 ab.0'd0 08% 11.3 4.7 
ee Ee ee ee eer 9.1 15.0 


Find out how YOU rate in the big, busy, booming St. Paul 
“half” of the. Twin City market. Get your free copy of the 1954 
Consumer Analysis Survey. (All interviews in connection with 
this Consumer Analysis were conducted between Jan. 4, 1954, and 
Jan. 15, 1954.) It tells you the brand preferences and buying 
habits of the 404,000 persons who make the Dispatch-Pioneer 
Press their buying guide. Contact your Ridder-Johns representa- 
tive or write Consumer Analysis, Dept. B 


PAUL 


_{@ DISPATCH 
PION 


Representatives 


RIDDER-JOHNS, INC. 
New York—Chicago—Detroit 
Los Angeles—San Francisco 

St. Paul—Minneapolis 


EER PRESS 


1o| 


Basing his data on a survey con- | 
ducted by American Brewer some | 


changeover from Christopher, Williams & 


CELEBRANTS—On hand to wish Bob Christopher well on the 


Christopher Agency in Chicago, May 15, were a host of media 
representatives. Here are John Hahn (seated), Parents’ Maga- 
zine; and (left to right) Jack Wenger, Household; Glover Young, 
Charm; Joe Grant, Woman's Day; Ev Rutherford, Better Living; 


Mr. Christopher; Bob 
Bridges to Robert 


for Young Homemakers; Al Davis, Good Housekeeping; Paul 
Sprinz, v.p. of the Christopher agency, and Jack Mcintyre, House 
Beautiful. The reps’ invitations to the party, held in the agency’s 
brand new offices, were in the form of insertion orders, and 
clients were invited with mock invoices. 


Rau, House & Home; Jack Samuelson, Living 


| number of brewers to find some 


immediate panacea in the solution 
of their individual problems, then 
they are foredoomed to chagrin 
and disappointment. For the truth. 
is, such instability in client-agency 
relationship is uneconomic on both 
sides. 

“Just a few years ago, a study of 
the client-agency turnover prob- 
lem revealed much that was in- 
tended to produce a_ healthier | 
climate between the two economi- 
cally and in mutual understanding 
and trust.” | 


of advertising. according to Mr. 
Comish. 

Beer today is quality controlled, 
Mr. Sullivan says. While there are 
differences of agency philosophy 
and special skills, much valuable 
time is wasted by repeated agency 
switching. 


# A little more ‘quiet confidence” 
is needed, he says, and concludes 
with a quotation from Walter Wil- | 


merce: 
““One of the unfortunate things! 


|about us business men is that we 

s “Some pertinent facts brought somehow come to feel that unless 
out at that time were: /we break records every week we| 
“1. It takes about two years, on) 2re headed for the doldrums. Look | 
the average, for an advertising| to the future with confidence, but 
agency thoroughly to acquaint it-|"O°t bubbling optimism. Our chief | 
self with the men, management, | 2im should be to marshal all the | 
policy and product sales problems, | facts we can with respect to our) 
before it begins to function on a | respective businesses and to ana-, 
highly productive level. lyze these facts to the best of our| 
“2. From the agency’s viewpoint, ability and judgment. Then, rather. 
its newly acquired account is just than be upset and disturbed by any 
becoming ‘profitable’ to it toward | mild modification which may come 
the close of the second year. ‘along, we can take advantage of. 


‘Geographic’ Naines La Gorce 

John Oliver La Gorce, associate 
editor of National Geographic 
Magazine, has been named editor 
after 49 years as second in com- 
mand. He succeeds Gilbert Gros- 
venor, editor since 1898, who has 
resigned. National Geographic also 
named Mr. La Gorce its president 


,and Mr. Grosvenor chairman of 


the board. 


j Hams, Assistant Secretary of Com- Two Name T. Robley Louttit 


Chase & Sons, Randolph, Mass., 
maker of Chase electric insulating 
tape and pressure sensitive pack- 
aging tapes, and Gilbane Building 
Co., Providence, R.I., engineer and 
constructor, have named T. Robley 
Louttit Inc., Providence, to handle 
their advertising. The latter ac- 
count will use business publica- 
tions, newspapers and direct mail. 


Roskam Appoints Jess Forman 

O. H. Roskam Advertising, Kan- 
sas City, Mo., has appointed Jess 
Forman direct mail and mailing 
list manager. Mr. Forman formerly 


“3. Detailing of all phases of the the down periods better to get our | 
client’s activity, both internal and 

external—especially the latter— 
requires about two years. Only 
then is a close working arrange- 
ment developed. 


“Singularly interesting,” Mr. 
Sullivan says, “are three notable 
examples of long-term client- 


agency association, out of which, 
in every instance, both client and 
agency have grown and _ pros- 
pered.” 


= These examples are P. Ballan- 
tine & Sons, which has had J. Wal- 
ter Thompson Co. as its agency 
since 1933; F. & M. Schaefer Brew- 
ing Co., which has been associated 
with Batten, Barton, Durstine & 
Osborn since 1932, and Liebmann 
Breweries Inc., which was repre- 
sented by Lord & Thomas from 
1933 to 1941, Young & Rubicam 
from 1941 to 1947, and since then 
by Foote, Cone & Belding. 

“It will be recognized by all 
thoughtful management people.” 
Mr. Sullivan observes, “that in 
each case there were basic mutual 
qualities and characteristics that 
could not have developed had there 
been repeated disruptions in what 
is essentially a human relations ap- 
proach to common problems, out- 
looks and objectives. It is highly 
significant that these present in- 
dustry giants were not always so 
/near the top of the list.” 


® Pointing out that another aspect 
of vital importance is that people! 
'change brands because of product | 
quality, more than for any other 
reason, Mr. Sullivan quotes from 
an article in Dun’s Review by N. H. 
Comish, professor of business ad-. 
ministration, University of Oregon. 
|The second most important reason | 
is price, and the third is the power | 


‘ js » : ‘ 
respective business houses in or-|W@S art director and production 
der’” manager of a Kansas City publish- 


‘ing company. 
Shiel Joins Mactadden 
Richard Shiel, formerly with |Lennen Names Kohnken 
Good Housekeeping, has joined the| George J. Kohnken, formerly 
eastern sales staff of Macfadden with Ward Wheelock Co., has 
Publications’ True Story Women’s, joined the creative staff of Lennen 
Group. & Newell, New York. 


For impact in Buffalo 


use LOL "Ny R 


@ Both local and national advertisers 

have repeatedly demonstrated that ROP Color in the 
Courier-Express.., either daily or Sunday...is Buffalo’s lowest- 
cost producer of sales. Here’s your key to additional 
impact on the 755,948 people in Buffalo’s ABC 

city zone...and on the entire 8-county Western New York 
market where the spendable income of the 

442,700 families averages $5,667 and 

totals over 214 billion. 


ys | -E _COURIER 


— Only Morning and 
——, Sunday Newspoper 


Buffalo 


REPRESENTATIVES. 
SCOLARO, MEEKER & SCOTT 
Pacific Coast: DOYLE & HAWLEY 
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Advertising Age, May 24, 1954 


Coming 
Conventions 


May 23-27. National Assn. of Radio and 
Television Broadcasters, annual conven- 
tion, Palmer House, Chicago. 

May 24-25. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

May 24-26. National Assn. of Trans- 
portation Advertising, 13th annual meet- 
ing, Blackstone Hotel, Chicago. 

May 24-30. National Business Publica- 
tions, annual spring meeting, White Face 
Inn, Lake Placid, N. Y. 

June 2-4. National Sales Executives con- 
vention and sales equipment fair, Conrad 
Hilton Hotel, Chicago. 

June 2-6. Associated Business Publica- 
tions, 29th annual spring conference, The 
Homestead, Hot Springs, Va. 

June 6-8. Magazine Publishers Assn., 
35th. annual meeting, the Greenbrier, 
White Sulphur Springs, W. Va. 

June 13-16. American Marketing Assn., 
annual conference, Ambassador Hotel, 
Atlantic City. 

June 14-17. National Industrial Adver- 
tisers Assn., 32nd annual convention, 
Hotel Sheraton-Mt. Royal, Montreal, Can. 

June 20-23. Advertising Federation of 
America, 50th annual convention, Hotel 
Statler, Boston. 

June 20-24. Assn. of Newspaper Classi- 
fied Advertising Managers, annual con- 
vention, New Orleans. 

June 23. U. S. Trade Mark Assn., an- 
nual meeting, Hotel Pierre, New York. 

June 27-30. Advertising Assn. of the 
West, Ist annual convention, Hotel Utah, 
Salt Lake City. 

June 28-30. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Hotel 
Del Coronado, Coronado, Cal. 

July 3-4. National Assn. of Advertis- 
ing Distributors, The Greenbrier, White 
Sulphur Springs, W. Va. 

Sept. 18-21. Advertising Specialty Na- 
tional Assn., annual specialty fair, Palmer 
House, Chicago. 

Sept. 26-29. Pacific Coast Council, 
American Assn. of Advertising Agencies, 
Hotel Del Coronado, Coronado, Cal. 

Sept. 26-30. Financial Public Relations 
Assn., annual convention, Hotel Statler, 
Washington, D. C. 

Oct. 4-5. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 7-9. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 9-12. Mail Advertising Service 
Assn., annual convention, Hotel Statler, 
Boston. 

- Oct. 13-15. Direct Mail Advertising 
Assn., annual convention, Hotel Statler, 
Boston. 

Oct. 18-19. Agricultural Publishers Assn., 
annual convention, Chicago Athletic Club, 
Chicago. 

Oct. 18-19. Boston Conference on Dis- 
tribution, 26th annual conference, Hote] 
Statler, Boston. 

Oct. 21-22. Audit Bureau of Circula- 
tions, 40th annual meeting, Drake Hotel, 
Chicago. 

Oct. 31-Nov. 2. Screen Process Printing 
Assn., annual convention, Hotel Jeffer- 
son, St. Louis. 

Nov. 7-11. Outdoor Advertising Assn. 
of America, annual convention, Hotel 
Commodore, New York. 

Nov. 8-10. Assn. of National Advertisers, 
annual meeting, Hotel Plaza, New York. 


Jones & Taylor Adds Six 

Jones & Taylor & Associates, 
South Bend, Ind., has been ap- 
pointed to handle advertising for 
Central West Oil Corp. and Malle- 
able Steel Range Mfg. Corp., both 
South Bend; Laboratory Equip- 
ment Corp., St. Joseph, Mich.; U.S. 
Slicing Machine Co., LaPorte, Ind., 
and the South Bend-Mishawaka 
Committee of 100, which has. 
placed ads in Business Week, U. S. 
News & World Report and Fortune. 
Effective July 1, the agency will 
handle advertising for Wilson Re- 
frigeration Inc., Smyrna, Del., a 
subsidiary of Tyler Refrigeration 
Corp., Niles, Mich., a client of 


‘New England Home’ Bows 

Vol. 1, No. 1 of New England 
Home, a quarterly published by 
the New England Hardware Deal- 
ers Assn., Boston, now is on sale 
at 15 cents per copy in 1,400 Irha 
Hardware Stores. A. C. MacHardy, 
exec. secretary of the association, 
is publisher, and James F. Walsh 
is advertising director. The publi- 
cation, located at 185 Dartmouth 
St., Boston, is aimed at aiding 
homeowners, gardners and crafts- 
men. Rate for a b&w page, one 
time, is $650. 


BAB Swells Membership 
Twenty-seven more radio sta- 
tions—12 Canadian and 15 U. S.— 
have joined the membership ranks | 
of the Broadcast Advertising Bu-. 
reau, New York. With this addi-. 
tion the bureau now has 841 mem-| 
bers. 


Sy Radzwiller Joins Grey 

Sy Radzwiller, formerly direc- 
tor of merchandising for the Krich 
Distributing Organization, has) 
joined the account executive staff | 
of Grey Advertising, New York. | 


PICTURE YOUR PRODUCT 


14,930,507 times a week in New York area homes.* 
PIEL’S does... 
on the Number One television station. 
- WCBS.-TV CBS Owned, channel 2 


*Family impressions per week, N.Y. ARB, March '54 
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Richard Lotz to ‘Automation’ | 
Penton Publishing Co., Cleve-| 


land, has appointed Richard K. | 
Lotz regional manager of Automa-| 
tion, new publication in the field 
of automatic control. Mr. Lotz 
formerly was on the business staff. 


of Penton’s Machine Design. 


Rohrbach Joins PRSA 


Herbert J. Rohrbach Jr., for- 
merly with the overseas distribu- 
tors branch of Ford Motor Co., has 
joined the Public Relations Society 
of America, New York, as adver-. 
tising representative for the Pub- 
lic Relations Journal and other 


PRSA publications. 


Reilly 


MPANY 
ELECTROTYPE pet 
REILLY gt., NEW YORK 17- nw. ¥- pope 
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Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. 


PlastictyPes 
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_ For ten years now newspaper 
advertisers have been “insuring” their space 
expenditures against reproduction failures by using Reilly 
Plastictypes. With today’s keener competition and sharper cost- 
consciousness, it makes more sense than ever to investigate the 
many ways in which Reilly’s constant pioneering of scientific improvements 
in plate making can help you protect your investments in advertising space. 
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Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, 
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AMONG THE EXPERTS—Shown above are some of the marketing specialists gathered at the Chicago 
Tribune’s fifth annual Distribution and Advertising Forum. Advertising experts in the photo at left are 
(in the usual order) Julian L. Watkins, v.p., Campbell-Ewald Co.; John H. Tinker Jr., senior v.p. and 
creative director, McCann-Erickson; J. Chalmers O’Brien, v.p., Carson Pirie Scott & Co., and C. E. McKittrick, 
advertising manager of the Tribune. Members of the management panel (center photo) are John F. McBride, 


Hard-Sell Approach Has Its Limits, 
‘Tribune Forum Panelists Decide 


(Continued from Page 2) 


editor of Sales Management, was 
panel moderator. 
As an appliance distributor, Har-| 
ry Alter opened the direct-sell 
argument with a call for more re- 
tail and docr-to-door selling. 
“Why are there so few salesmen 
engaged in selling appliances at/| 
retail?” he wondered. “Why are 
there so few home demonstrations? 
Why do so few merchants offer a} 
free trial nowadays? Why are| 
there no more door-to-door can- 
vassers?” 
The villain, as Mr. Alter saw it, 
was the “I can get it for you 
wholesale” attitude. He called for. 
more salesmen, earning better 
commissions, and asked that man- 
ufacturers stop selling to discount 
houses and enferce fair trade laws. 


s George Brown made a direct 
objection with the remark that he 
liked the “I can get it for you 
wholesale” maxim, and saw no 
reason why it shouldn’t become the 
main method cf consumer pur- 
chase. 

Mr. Brown explained by sug- 
gesting that the hard-goods manu- 
facturer should take over more and 
more of the “promotional” func- 


early days of door-to-door selling | 
promotional costs were “very | 
high.” 


schedule for both kinds of firms. 


for special purposes. Messrs. Jones 


Advertising Age, 


marketing manager, electric range division of General Electric; M. F. Peckels, manager of International 
Harvester Co.'s consumer relations department, and L. P. Reed, president, Sawyer Biscuit Co. In the photo 
at right are panelists from the marketing session: George H. Brown, professor of marketing, University of 
Chicago; James P. Delafield, merchandise manager, Birds Eye division of General Foods Corp., and Harley 
McNamara, president, National Teo Co. Behind Mr. Delafield is A. W. Dreier, of the Tribune’s ad dept. 


fresh ideas, he added that the cam- 


“The efficient retailer can offer; and McBride both reported having paign took a year to prove out. 


goods and services at a lower price|to spend special money to move, 


“That took a lot of guts on the 


than the inefficient one. If the refrigerators last summer, and Mr. | part of Wallach’s,” he said. “Most 


consuming public sees they can get | 


good service from the low-cost op- 
erator, they'll go to him.” 


He suggested that manufacturers | 


might throw away disccunt sched- 


_ules and let each salesman set dis- 


counts based on how efficient each 


s Paradoxically, the indifference | 
cf the panelists to Mr. Alter’s ban- | 
ner of direct-sell did not keep them 
from supporting him on _ other 
closely-related points. 

Mr. Brown, for example, agreed 
to the need for higher discount 
margins. “We've gone abcut as far 
as we can in reducing margins,” 
he said. 

Another point of agreement was 
on the dubious value of consumer 
premiums and dealer “deals.” Mr. 
Delafield urged caution in the use| 
of premiums, pointing out that his 
own division cf General Foods em- 
ploys them “reluctantly, in some, 
degree.” 

Mr. Daily attacked deals and 
dealer contests on the ground that 
they definitely have a bad effect 
on the brand loyalties of dealers. 

Messrs. McNamara and Scaife 
teamed up to reassure harassed 
appliance dealers on the score of 
supermarket appliance operations. 
Mr. Scaife cited a recent survey 


: ls ing- ‘ess i -| 
which he said found 4.2% of su-|S"@king-out process in manufac 


permarkets were selling major ap- | 


tions cf marketing, while dealers 
handled more of the distributive 
functions. He cited the food indus- 
try where, he said, this is hap- 
pening. 

Mr. McNamara took issue with 
the call for price maintenance un- 
der fair trade. “People want re- 
frigeratcrs, but don’t have enough 
money to afford them,” he sug- 
gested. 

He also suggested to Mr. Alter 
that small stores might be left to 
the distributors and the big stores 
to the manufacturers. 

“Fine,” replied Mr. Alter, “cnly 
you wouldn't have your small 
stores and distributors long.” 


s Walter Daily made a different 
kind of attack on direct selling, 
with a case history on the vacuum 
cleaner industry. Before the war, 
he said, 70% of all vacuum cleaner 
selling was docr-to-door, with lit- 
tle advertising at all. 

By World War II, he continued, 
47% of all homes had vacuum 
cleaners, with saturation having 
changed only 2-3% in 15 years. 
Then, after the war, Lewyt, Eu- 
reka, General Electric and others 
started a new approach, involving 
heavy advertising, and merchan- 
dising through appliance distribu- 
tors and stores. 

“In just eight years, this 40- 
year-cld industry reversed its mar- 
keting habits, and in that period 
market saturation increased by 
12%,” Mr. Daily declared. He 
agreed with Mr. Brown that in the 


pliances last year. This, he said, 


fever a small gain over the 3.5% 
jeeprares in 1950. 


} 
|" The second forum's panel, mod-| 
jerated by Edgar Kobak, head of 
Advertising Research Foundation, | 


cluded Henry C. Bonfig, v.p., Zen- | 
ith Radio Corp.; George C. Foerst-_ 


Servel Inc.; Meyer Kestnbaum, | 
president, Hart, Schaffner & Marx; 
keting, General Electric’s electric | 
range division; M. F. Peckels,| 
manager of International Har-| 
vester Co.'s consumer relations de-| 
partment; L. P. Reed, president, 
Sawyer Biscuit Cc., and Joseph D.| 
Stockton, operations v.p., Illinois | 
Bell Telephcne Co. 

The panel’s main argument came | 
out of an audience question about 
what to do about the “10,000 dis- 
count houses in the U. S.—1,000 in| 
New York alone.” 

Mr. McBride accepted the chal- | 
‘lenge with a remark that “there 
are grades in this area, as any- 
where else. Anyone who can oper- 
ate well and provide good service 
is here to stay; the parasitic appli- 
ance dealer is coming to the end of 
the line,” he said. 


retail outlet is. 


McBride said GE may have to 
again this summer. Mr. Jcnes ad- 
mitted that his special ad opera- 
tion of last summer was highly 
expensive—but “it worked.” 


'@ Panelists at the third panel ses- 
'sion, moderated by Fairfax Cone, 


|advertisers would have killed the 
/campaign after five months.” 

| Noting that “it takes strong 
leadership to go institutional,” Mr. 
Duffy remarked that “without Mr. 
Sloan there’d never have been a 
General Motcrs institutional cam- 
| paign.”’ The same was true of U.S. 


Mr. Jones disagreed, declaring) president of Foote, Cone & Belding, | Steel’s Ben Fairless and the Du 


himself “upset” by people who 


"were Bernard C. Duffy, president 


|Pont brothers, he said. 


want to sell by price alone, and of Batten, Barton, Durstine & Os-| 


suggesting that, if necessary, prices 
as well as products must be “up- 
graded.” 


|bern; Glenn Gundell, v.p., Na- 
,tional Dairy Products Corp.; 
‘George H. Hartman, president, 


\= Calling for more “personality” 
|in advertising, Mr. Watkins intro- 
|duced a current “hall of fame” of 


“When people will pay $325 for George H. Hartman Co.; Chester advertisers who use good person- 


wire wheels on their autcmobiles, 
you can be sure the public doesn’t 
want stripped-down models,” he 
said. 


® He added that the people who|L. Watkins, v.p., Campbell-Ewald Pond’s ccld cream,” 


|M. Miller, copy supervisor, Leo 
| Burnett Co.; J. Chalmers O’Brien, 
'v.p., Carson Pirie Scott & Co.; John 
_H. Tinker, senior v.p. and creative 
| director, McCann-Erickson; Julian 


| ality copy. Along with GM’s in- 
stitutional and Wallach’s, these 
included American Dairy Assn., 
| Kraft Foods, Macy’s, the Hathaway 
shirt ads, “that hardy perennial, 


Gillette and 


have tried to build “pre-sold”|Co., and W. Lloyd Warner, senior | Westinghouse. 


brand merchandise are also the 
people responsible for the discount 
houses. 


/ecnsultant, Social Research Inc. 
| Mr. Cone set what turned out to 
be something of a keynote for the 


_” Mr. O’Brien noted that this per- 
sonality approach is “the dream of 
/every retail sales manager in the 


“If there weren't on those floors | advertising panel with a call for|country,” but when asked why 


such trade names as GE, Zenith) 


and Servel, customers wouldn’t 


buy discount products,” he de- creativity is feverish and undisci-. 


clared. 


“discipline” in the industry. Re- 


that “right now our 


| marking 


'plined,” he suggested that compe- 


;there wasn’t more of it, replied, 
/“I’ll tell you after the program.” 
Another point on which the pan- 


elists seemed to agree strongly was 


In general, the panelists seemed tition between the “big brands” is| the need for better, more precise 
to agree with Mr. Kobak that the becoming a competition “between use of research. As Mr. Duffy put 


discount house is “a symbol of the 


turing.” As Mr. Bonfig put it: 

“As long as you've got definite 
schedules and quotas—and over- 
production—you'’re always going to 
have people reducing inventories 
for cash. I dcen’t think you can 


saying ‘Here, boys, stop being bad.’ 


“It all goes back to the manu- 


duction or under-prcduction.” 
As a footnote, Mr. 


advertisers and advertising.” 

| “We must do something to re- 
duce the fever, to restore a certain 
stability to the industry,” he said. 


® Following Mr. Cone’s lead, the 


| panelists conducted a regular field 


‘attack on the hard-sell attitude. 


|solve it by just publishing a book) Mr. Watkins took the floor to re- 


| mark, “I’ve heard a dozen ad- 
ivertisers say in the last 12 


advertising that really sells, and 


“You don’t start by putting more 


it: “Competiticn is up, and so is 
the cost of guessing wrong.” 


Join General Teleradio 

| Three salesmen have _ been 
named by the film division of Gen- 
|eral Teleradio, New York. They 
are: William Finkeldey, formerly 
of CBS Television Film Sales; 
Wade Barnes, previously of Con- 
|solidated TV Sales, and Charles E. 


had an even heavier complement | facturer,” he continued. “It’s his, months: Let’s put more sell in the Morin, who has held various ra- 
of appliance people. Members in-|choice whether there’s over-pro-| copy. Those guys have no faith in dio-tv sales posts on the West 


Coast. 


: Foerstner | very little knowledge of it. They’re | 
ner, exec. v.p., Amana Refrigera- cited the situation in New York just scared,” he charged. 
tion Inc.; W. Paul Jones, president, City where, he said, some discount- | 


‘Two Join Burnett in Canada 
| Douglas’ Breithaupt, product 


ers operate without stock. They sell into copy,” he continued. “You manager for General Foods’ Jell-O 


a “regular” dealer’s showroom, let 
him make his choices there and 


order, Mr. Foerstner said. 


e Seemed to agree that removal 


of the excess profits tax will not! 


have a bad effect on advertising. 
“Advertising collars must. still 
stand on their feet, whether they’re 
25¢, 50¢ or $1 dollars,’ Mr. Stock- 
ton observed. 


e Found that the manufacturer is 
taking more and more of the bur- 
den in ccoperati.e advertising. The 
50-50 split belongs to the “limbo 
of memory,” said Mr. Bonfig, add- 
ing that now its more like 90-10, 
with some manufacturers paying 
100% of the costs. 


_@ “The discount house covers both | @ Still appeared to like percent- 


kinds of cperation,’ Mr. McBride 
asserted. “I don’t see how it’s pos- 
\sible for a firm like General Elec- 
\trie to establish one discount 


‘ 


age-of-sales as a practical basis for 
figuring ad budgets, though admit- 
ting the increased necessity for in- 
vestment-type heavy expenditures 


Mr. Tinker also hit out at the 
/hard-sell approach. “As the dollar 


‘of ‘shout that claim’ from adver- 
| tiser and agency management alike 


|m In other discussions, the panel: could become our national an- 


'them!” he exclaimed. 

“It’s possible that the creative 
department, weakened by years of 
soft living, will scream in anguish, 
pound its typewriters...and sell 
its birthright for a bag of bombast. 

“Today, it seems to me, it is 
more important than ever that we 
stand up and talk like profession- 


als—that we use every service at) 
our ccmmand to sell like profes-| 


| sionals,” he urged. 


s Mr. Duffy joined the call, in 
the copy realm, with a plea for 
more long-term advertising of the 


“umbrella-building” type, of which | 
he cited the newspaper ads placed | 


by Wallach’s, men’s store chain in 
New York. Pointing out that Wal- 
lach’s ads employed small space, 


no price, a “homey” approach and, 


John ¥. McBride, manager of mar |simply take the customer cver to start by putting more idea in it.” jin Canada, will join Leo Burnett 


|Co. cf Canada, Toronto, June 21 
jas an account executive. E. M. 


| then bring him back to place the) becomes harder to reach, the cries | Sinclair, formerly brand manager 


|for Lever Bros.’ Good Luck mar- 
garine in Canada, will also join the 
agency in a similar capacity. 


GERALD B. TODD, v.p. and general sales 

manager for Outdoor Advertising Inc., New 

York, has been elected exec. v.p. of the 
company. 
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Department Store Sales... 


Week's Sales Drop 8% Behind 1953 


WASHINGTON, May 20—Depart- | 
ment store sales in the U. S. for) 
the week ended May 15 were 8% 
behind the corresponding week of. 
1953, according to the Federal Re- | 
serve Board. 

This is the fourth straight week 
that the board has reported weekly | 
sales behind last year’s figures. 
Sales were down 4% for the May 8 
week, 2% for the May 1 week and 
3% for the April 24 week. 

The board reported that cold 
weather is a contributing factor to 


Department Store 


Sales Barometer 
Change from 1953 


—3% 

=» 

Week Jan. 1 
Ended to 


May 15, 1954 May 15, 1954 


the drop in sales, along with ris- 
ing unemployment in many areas. 
of the country. Especially hard hit 
are sales of wearing apparel. 

Major appliance and television 
set sales are still reported to be 
ahead of last year. Total depart- 
ment store sales from Jan. 1 to 
May 15 are 3% behind the corres- 
ponding period of 1953. 

Every district in the nation re- 
ported sales drops during the May | 
15 week with declines ranging 
from 1% in the Kansas City and. 
Dallas districts to 20% in the Phil- 
adelphia district. 

* Change from 53 


Week Ended 
Federal Reserve May May. 
District, Area, and City 1 8 
UNITED STATES ........... we r—2 — 
Boston District ................... , +6 —1) 
Metropolitan Areas 
SR Gactniicna <etivvtads +7 0 
Downtown Boston. vcuaiid +4 —1 
detenttesccrriictsee +4 +7 
Lowell-Lawrence ......... . +30 —3 
Cities 
SIN siiticistresccsesivnevsionts +8 —3,; 
a +8 —$3) 
New York District ................ —2 Oo 
Metropolitan Areas | 
INT Sisctinsvensinatbecseoncs ™ +2 +109) 
Rochester .......... ssoscesse AT +8 
Syracuee ........... widen 2 —3 
Cities 
New Work ....::........ 4 —8$ 
IIIS siictectpsccmiracoiens . : —3 - 6 
Philadelphia District ........ r—l —T 
City i 
Philadelphia ......... ; +1 —10} 
Cleveland District ............ —3 oe 
Metropolitan Areas 
oo ee ee a —6 | 
eee eee +3 —0| 
IIE © - chditavcscibensetiasnceontacd 6 —8 | 
CCRT. sic ccnensencsicnicnsesenvcise +7 —$ | 
IE Hiccickiecascletiinsisincctbaastenn -12 —15 
a Ee ee = | 8 
City | 
Pittsburgh ......... iced e 
Richmond District Se 0) 
Metropolitan Areas 
Washington ......... a TB —§ | 
Downtown Washington .. r—10 —4| 
I. ccniaistincecedincnin niectibi +19 +4 
ee, --$ —5 | 
Atlanta District .... : +4 —?| 
Metropolitan Areas 
Birmingham . 4 —5 
Jacksonville ..... —-1 -7 | 
| Ne ro +4) 
Atlanta r+7 oni) 
Augusta +9 --9 
New Orleans +9 —2 
Nashville 1 0 
Chicago District r—? — 
Metropolitan Areas 
Chicago ............... , - +1 
Indianapolis . —3 14 
Detrekt  ........... ' —4 —5 
TURPIN oscsccescssesecessecsecesees —5 —5 
St. Louis District ................ r+1 —2) 
Metropolitan Areas 
Little Rock ...... ‘ +35 +10 
Louisville ....... iia —4 —2 
ae ; +2 —3 
Memphis ............. ' eveeeee ——10 +6 
Minneapolis District wacurens 4 _7 


Metropolitan Areas 

Minneapolis-St. Paul. . 
Minneapolis City ........ +1 —7 
St. Paul City . ° ° 


Cities 
Duluth-Superior .................. —18 
Kansas City District ........... aH 


Metropolitan Areas 


Albuquerque eS 

Oklahoma City .2).0.0.0........ +2 
RN i ss cssies tags tiigahcitces +3 
City 

BE TED ssisimssesecisivnerastiss r-—8 
Dallas District ........................ 8 
Metropolitan Areas 

IEEE chiisiaertevebischbiingesiacentsori cs 

El Paso 

Fort Worth 

Houston 

TS FI sec sicccecttaicccins . —15 
San Francisco District ...... r—7 


+13 | 


Metropolitan Areas 


Los Angeles ............ 1 
Downtown Los Angeles —4 
Westside Los Angeles . +6 
San Diego .......... aw. —ll 
San Francisco-Oakland | a 
San Francisco City .......... —5 
CORIO CEI cnccceecsessnscncsssee 

San Jose .............. 

Portland . 


Salt Lake City . ve 
I ines isd soathtnasdatetndeien 


—s 
II isaibechvabucineiniscasevexianen’ —10 
Tacoma —10 

| r—Revised. 


*—Data not available. 


**' Names Bruce C. Forbes 


Bruce C. Forbes has been elected 


president of B. C. Forbes & Sons 
Publishing Co., New York, and 
Malcolm S. Forbes has been named 
publisher and editor of Forbes 
Magazine. The brothers, formerly 
v.p.s, succeed their father, B. C. 
Forbes, who died May 6. 


The 
TORONTO DAILY STAR 


is read by more than 
3% of all adult 

daily newspaper readers 
in the Toronto A.B.C. 
City Zone 


Source: Sanders Marketing Research 


ComETHING MIgsine... 


California’s inland valley — 220 miles from Los Angeles, 
90 miles from San Francisco — is a big metropolitan mar- 
ket. Over 2 million people live in this self-contained area. 
They spend more than half a billion annually at food 
stores, more than 60 million at drug counters.* You're 
not selling California unless you’re selling the Valley. 
And you can reach it in depth only with its strong local 


UKE CAUFORNIA 
WITHOUT THE 
BILLION DOLLAR VALLEY OF 


newspapers, the three 


*Sales Management’s 1953 Copyrighted Survey 


NATIONAL REPRESENTATIVES . 


THE SACRAMENTO BEE 


THE MODESTO BEE 
THE FRESNO BEE 


Mc CLATCHY NEWSPAPERS 


O'MARA & ORMSBEE 
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Taylor Joins Representative 


Howard P. Taylor, formerly ad- 
vertising and sales promotion man- 


Sales and PR Notions... 


ager of Pacific Tractor & Imple- 
ment Co., Richmond, Cal., has, 
joined the Los Angeles staff of, 
McDonald-Thompson, publishers’ 
representative. 


e There’s nothing unusual about 
the cancelation of a national tv | 
show in a local market, but when | 
Scott Paper Co. canceled its “My | 
Little Margie’ (NBC) show last) 
March in Lubbock, Tex., the sta- 
tion, KCBD-TV, fought back—and 
won. 

Stimulated by spontaneous com- 
plaints from viewers, the station 
went on the air with four 20-sec- 
ond spots asking for viewer re- 


In a meeting, 
you want to tell your story 
clearly, quickly and to the 
point...with impact. 


“To-the-point” thinking 
in layout and production 
goes into every job at 
The Chartmakers, 


For that EXTRA ingredient 
that spells SUCCESS in 
your presentations, exhibits, 
promotions and reports... 
call on Chartmakers. 


Write or a for booklet 
on Complete Visual Service 


The Chartmakers, Inc. 


480 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MUrray Hill 8-2760 


GOOD PLUGGING—Gale Storm and Charles 

Farrell thank KCBD-TV and its viewers for 

help in restoring their “My Little Margie’ 
show to the Lubbock, Tex., market. 


quests to keep the show. Within ten 
days, says Roy Poindexter, nation- 
al sales manager of KCBD-TV, 4,- 
949 requests came in, representing 
nearly 10% of the station’s 53,000- 
set market. Next step was to crate 


Maree Bailey, of Anderson & Cairns, consistently 
hits the buliseye—a virtue rare indeed for a bril- 
liant creative copywriter. When copy should sing, 
hers does—on key; when it must slug, hers does— 
and hard; when it is to be light, hers is—creampuff 
stuff. She writes for the masses and she writes for 
the classes. She writes with equa! facility about a 
host of things, from Dow Corning Silicones to Dot 
Snappers (jingles, no less!). Hers, too, is the copy 
in the award-winning, high fashion campaign for 
Lurex, the metallic yarn: “The thread of the story 
is Lurex.”’ In all things that get women excited and 
make them buy, she’s an authority—beauty, 
fashion, home-sewing, homemaking — but above 
all, she’s an advertising pro from the word go. 
Woman’s angle? Marge takes in all 360 degrees of 
the advertising and selling circle. 


ANDERSON & CAIRNS, INC. 
ADVERTISING 

488 Madison Avenue New York 22, N.Y. 

Canada: Anderson, Smith & Cairns, Ltd., Montreal 


Merchandising Ideas 


| 
| 
| 
| 


the letters in a huge “Texas-size” | 
replica of a Scott tissue box and | 
express it to the advertiser. The 
result was that, budget or no bud-| 


get, Scott restored ‘““My Little Mar- | 
gie’”’ to the Lubbock market. 


| 
e The efficacy of magic numbers 


—and of the sales-instruction ap- 
proach to product brochures—was | BRANCH WATER PITCH—Shown above are 
further proved the other day when | the front and back of Yellowstone’s new 
two companies hit the street at package its half-pint 

about the same time with War | houshon, 
much the same message: Seven | 

ways to improve selling. ‘up no defects.” 

To be exact, Perrygraf Corp., Along with the packages, the 
Los Angeles, called its booklet “7 dealers get a small counter display 
Ways to Help Salesmen Get More piece which holds eight of the car- 
Orders,” while Schmidt Lithograph tons. Ewell & Thurber, Toledo, is 
Co., San Francisco, said: “7 Ways the agency. 
to Get More Kick into Your Sales | 
Program.” A big difference: Silver Bell Introduces Sauce 
Schmidt found lithography and Silver Bell Food Corp., Phila- 
printing of high importance, while qelphia, processor and packer of 
Perrygraf seemed to favor slide-| specialty frozen foods, is introduc- 
charts. ing its first product, Lamaze sauce, 

; , _ jin five new market areas. In a 
e Using the man-bites-dog prin-| month-long promotion which be- 
ciple, Interchemical Corp. has is- gan May 13 Silver Bell is offer- 
sued a little 12-page gem in the ing a 50¢ refund to consumers in 
line of not-too-indirect selling. | exchange for labels mailed to the 

Titled “Miss Miggins, the Wolf | company. The premium drive will 
and Red Writing Hood (a fable for | be announced by 250-line adver- 
secretaries),” the brochure pre- tisements in newspapers in Pitts- 
sents a fable in which a wolf ap- burgh, Wilmington, Baltimore, 


pears at the desk of a harried sec- | Washington and Binghamton, N 
retary to explain how the “Red. 


Writing Hood” produced by the 
firm’s Ault & Wiborg carbon & 


for of straight 


Y., followed by smaller-space ads. 
The shrimp sauce was introduced 
in Philadelphia several months ago 
(AA, March 15). Gray & Rogers, 
Philadelphia, is the agency. 


Anglo Fabrics Slates Drive 
Anglo Fabrics Co., New York, 
will introduce a new collection of 
‘high fashion fabrics in August and 
_September issues of seven publica- 
tions. They are Charm, Glamour, 
Harper’s Bazaar, Mademoiselle, 
Town & Countr. Vogue and Wom- 
en’s Wear Daiiy. [The company also 


meric 


MISS MIGGINS, ‘will promote its established line of 
woolens and worsteds in the same 
THE WOLF -- - publications. Modern Merchandis- 
. and RED WRITING HOOD ing Bureau Inc., New York, han- 
dles the account. 
(a fable for secretaries ) 


_| Woodstock Inn to Frost 


Woodstock Inn, Woodstock, Vt., 
has named Harvey M. Frost Co., 


THE WOLF TURNS—The wolf, a salesman Boston, to handle its advertising. 


of Ault & Wiborg typing carbons, is a 
big help in this turnabout fable by the In- 
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‘Tribune,’ ‘News’ Set 


Advertising Records 


| CHicaco, May 18—Advertisers 
spent more than $100,000,000 in 
1953 for space in the Chicago Trib- 
une and New York News, setting a 
|new sales record for each paper, 
|the Tribune reported today. 

The Chicago Tribune alone car- 
\ried $58,000,000 in advertising. 
| New York News’ circulation is 
/more than twice that of any other 
|newspaper in the country, accord- 
|ing to the report, and the Tribune 
has the largest circulation of any 
standard-size newspaper in the 
uu. &. 

The combined saies volume of 
WGN, WGN-TV (Chicago) and 
WPIX (New York), radio and 
television stations owned by the 
corporation, was reported to have 
reached an alltime high of nearly 
$250,000,000. 


McCann-Erickson Adds One 


The Toronto office of McCann- 
Erickson has been appointed to 
handle advertising for Bell & How- 
ell Canada Ltd., which has built 
a new manufacturing plant in To- 
ronto. The company makes home 
and professional movie cameras, 
projectors, screens and allied 
equipment. 


NARTB Names Meagher V. P. 


The National Association of Ra- 
dio and Television Broadcasters, 
Washington, has appointed John F. 
Meagher, formerly general man- 


‘lager of KYSM, Mankato, Minn., to 


the new post of v.p. for radio. 


Flood Joins Cecil & Presbrey 

Jim Flood, formerly marketing 
director of Frankfort Distillers, 
has been named v.p. in charge of 
marketing for Cecil & Presbrey, 
New York. 


SAAS RINE NR eotmeBeRORN 
Publicity Releases 
Not Used? 


Over 4000 daily and weekly papers 
have sent us signed requests for 
matted editorial material. 


Originators of the complete package 
distribution service to newspapers 
and radio stations since 1941. 


Write or phone for complete infor- 
mation — no obligation. 


S 


pecial Correspondents, Inc. 


230 E. Ohio St. DElaware 7-1065 
Chleege aN Illinois 


terchemical Corp. division. 


ribbon division eliminates the 
handling of loose carbons. Free 
copies are available from Ault & 
Wiborg, 417 E. 7th St., Cincinnati. 


e General Motors’ Frigidaire divi- 
sion, Dayton, has just issued a 20- 
page brochure which illustrates the 
virtue of low pressure in direct 
mail. Labeled “Our Business Is Be- 
ing Useful,” the Frigidaire creation 
introduces all the division’s major 
products under stich topics as “It’s 
our business to condition food,” 
“It’s our business to condition 
water,” etc. 

Other Frigidaire businesses, as 
the booklet tells i‘: To aid employe 
health, safeguar: tools, improve 
manufacturing ‘ ethods, “watch 
over rivets and « ihesives.” Final- 
ly, Frigidaire mig: t have added this 
achievement—to »roduce a _ bro- 
chure in three |: ight and glossy 
colors without ver raising its 
voice. 


a 


Oy 


es 
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ee 


e The “bourbon: d branch water” 
crowd gets a low bow and a new 
package from ~ ellowstone Inc., 
Toledo, which hs just come out 
with its “Short Snorter” half-pint 
of straight bourbon. Yellowstone’s 
half pints are now packaged in a 
cutaway box with the “Short 
Snorter” label on one side, and on 
the other a plea for plain water— 


YOUR 


% 


WaAbash 2-1204 * 517 SOUTH 


which “flatters no flavor, covers 


WE CAN HELP 
YOU MEET 


DEADLINE! 


MATS © PLASTIC PLATES © ELECTROTYPES 


a 
NOQUSSWE matrix COMPANY 


JEFFERSON ST., CHICAGO 7, ILL. 
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Advertising Age, May 24, 1954 


You Ought toKuow . 


If any living man has a reason- 
able right to be called Mr. Indus- | 
trial Advertising, that man is Keith | 
J. Evans, who was recently given | 
the new title of director of market- 
ing and public relations of Joseph 
T. Ryerson & Son, giant steel sales 
organization and warehouser. 

Keith hasn’t moved around 
much, physically. He was born in 
Riverside, Ill., a Chicago suburb, 
and still lives there. And he went 
to work for Ryerson on Sept. 5, 
1912, and is still there. But that is 
not to say that things haven’t hap- 
pened—to Ryerson, to industrial 
advertising, and even to the re- 
search business—as a result of 
Keith Evans’ activities. 


# When he was in his second year 
of high school, his father suffered 
financial reverses and Keith had to 
get a job. He landed one as night 
agent at the Riverside depot of the 
Chicago, Burlington & Quincy 
Railroad. Fortunately, it was a 
quiet post and Keith not only got 
a chance to do some studying and 
maybe a little sleeping (so he could 
continue going to school days), but 
he and an assortment of musically- 
minded cronies occasionally rent 
the still night air of Riverside with 
their instrumental practice. He also 
managed, despite his 13-hours-a- 
night stint, to captain the high 
school basketball team and get to 
be an unusually adept amateur 
tennis player. 

By the time he finished high 
school, young Evans had saved 
$464 to go to college, but his yen 
for more formal education went 
down the drain when this hard- 
saved money had to go into the 
family coffers. 


= Bemoaning his fate to Harold 
Gould, who was then advertising 
manager of Ryerson, Keith was 
told: “Come on down and work 
for us, and we'll give you some- 
thing better than a college educa- 
tion.” So he started with Ryerson 
as an office boy at $10 a week— 
less than his railroad job had paid 
him—and two weeks later became 
Gould’s assistant in the advertis- 
ing department. 

Gould had a sideline—producing 
performance reports on machin- 
ery—and before very long he left 
Ryerson to pursue this activity in 
earnest. Donald Ryerson, who was 
v.p. in charge of sales, interviewed 
15 or 20 men for Gould’s job, but 
finally decided—with considerable 
trepidation—to give it to the 
youngster who was the only other 
person in the department. 


= Concerned about his lack of ed- 
ucation, and encouraged by Donald 
Ryerson—who pointed out that no- 
body seemed to know anything 
about advertising and selling in 
the industrial field—the youthful 
ad manager haunted the public li- 
brary, reading everything he could 
lay his hands on that had any- 
thing remotely to do with adver- 
tising, sales management, and other 
subjects. 

He joined the Engineering Ad- 
vertisers Assn. (then brand new, 
and now the Chicago Industrial 
Advertisers Assn.) and “asked all 
the questions, so pretty soon they 
made me president.” One of the 
problems of the association was to 
find speakers, and Evans’ sug- 
gested solution was to set up a na- 
tional organization which could 
serve as a clearing house for 
speakers. The Technical Publicity 
Assn. in New York was already 
well organized, and he contacted 
them and others. 


@ In 1921, the Associated Adver- 
tising Clubs of the World (prede- 
cessor of the Advertising Federa- 
tion of America) was holding its 
meeting in Atlanta, and Keith went 


. eKeith Evans 


Keith J. Evans 


to see if they couldn’t be induced 
to organize an industrial depart- 
mental. One of those who went 
with him was G. D. Crain Jr., who 
had begun publishing Class, a 
pocket-size monthly for industrial 
advertisers, in 1916, and who sub- 
sequently founded ADVERTISING 
AGE. 

Evans and his contingent got 

some encouragement in Atlanta, 
but there were difficulties, too. “In 
those days,” he recalls, “people 
used to say: ‘What do you mean, 
industrial advertising? We've all 
got factories!’ ” 
At any rate, the groundwork laid 
in Atlanta bore fruit at the AACW 
meeting in Milwaukee in 1922, 
when the National Industrial Ad- 
vertisers Assn. came into being, 
with Keith Evans as its first pres- 
ident. That, too, was the year in 
which Keith was married. 


s Along about that time, Keith’s 
interest in tennis got him into the 
research business. Another good 
tennis player was a young engineer | 
named Art Nielsen, whom Keith | 
finally talked into going into the| 
performance survey field. He was | 
so enthusiastic about Nielsen’s ca- | 
pabilities that he took an indefinite | 
leave of absence and made a trip) 
East with Nielsen, selling the serv- | 
ice. Out of this, eventually, came_ 
the great A. C. Nielsen Co., in 
which Keith Evans continues to be | 
a stockholder. 

A voracious reader of the trade 
press, and an indefatigable pursu- 
er of ideas, Keith Evans says that 
his own history is one of the finest 
testimonials for the value of asso- 
ciations like NIAA. By associating | 
with men with similar jobs, and by | 
keeping abreast of developments | 
throughout the country, he man-| 
aged to advance an unending flow 
of suggestions for the improvement | 
of Ryerson operations. 


# For example, he developed and 
installed a sales analysis system 
covering all 16 Ryerson ware- 
houses which was one of the pio- 
neers in this vital field, and which 
still ranks as one of the most ef- 
ficient and practical in any indus- 
try. 

Then he decided that Ryerson 
needed a sales promotion depart- 
ment as a connecting link between 
advertising and sales, and sold the 
Ryerson management on its value. 
Now the department is larger than 
the advertising department, out of 
which it grew. 

In fairly recent years, he has | 
spawned a marketing research de- | 
partment and a public relations de- | 
partment. Altogether, Keith Evans, | 
with the title of advertising man-| 
ager, was directing the work of 65 | 


vertising, sales analysis, marketing 
research, sales promotion, and 
public relations. So in March he 
got a new title—as director of mar- 
keting and public relations. 


people in five distinct units: ad-| ¢ 


# All of the five departments he 


themselves, and Keith feels he will 


down—paying his own expenses~ 


be free enough of details to do 


developed report to him, but now | 
they are each well organized in| 


more basic, broad-scale thinking | 
on the problems of the business as_ 
a whole. 

On the subject of where an ad-| 
vertising manager should go in his 
company, Keith Evans has some! 
definite ideas. 

“Most advertising managers,” he | 
says, “feel that they’re not getting | 
anywhere if they don’t move into! 
some other job—such as the sales 
department, for example. But this | 
seems to me like nonsense. 

“T am confident that, because of 
my position and the kind of work 
I have been doing, I have known 
more about where our company is 
strong, and where it is weak, than 
anyone clse could possibly know. I 
have a marvelous opportunity here 
to see the business as a whole—to 
suggest and institute and organize 
things that no other single depart- 
ment can see in such broad focus. 

“It is a wonderfully satisfying 
experience. And, with all due mod-| 
esty, I think I can say it has been| 
of tremendous value to my com- 
pany.” 


Cinch Products Campaigns 


Using 152 newspapers in 19 
western states, Cinch Products 


'Inc., Los Angeles, has launched a 


$400,000 spring campaign for its 
Cinch cake, corn bread and bran 
muffin mixes. Two-color 1,000- 
line ads, 1,000-line and 400-line 
b&w ads and a series of smaller 
b&w ads will run through June 16. 
The spring campaign will be fol- 
lowed by a summer schedule in 
the same newspapers and a fall 
promotion is being planned for 


|the same media. Elwood J. Rob- 
‘inson & Co., Les Angeles, is the 
agency. 


Hauser Heads Mutual Division 


B. J. Hauser has been named v.p. 
in charge of the new development 
division of Mutual Broadcasting 
System, New York, which has been 
set up to handle subsidiary rights 
for the network’s radio-tv proper- 
ties. Mr. Hauser will continue his 
duties as v.p. in charge of the co- 


operative program department. 


America's 


FOREMOST 


TOY TRADE 


Magazine 


Only ABC Toy Paper 
Oldest in Field 
Leads in Lineage 


|) Write for New Market 
Data Folder 
McCREADY PUBLISHING 
71 W. 23d N.Y. 19 


“Nationally represented by: 


Sawyer, Ferguson, Walker Compan aa 
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Despite Discounts, 


Appliance Makers 


Foresee End of Sales Slump in ‘54 


(Continued from Page 1) 
the first two months of this year, 
compared with $603,000,000 a year 
ago. 

2. A growing confidence that, as 
inventories are cleaned out, the 
manufacturer is going to get his 
markets back. For this reason, 
while first-quarter manufacturers’ 
sales are down around 10-15% 
from last year, the expectation is 
that they will catch up with 1953 
in the second half, leaving only 
a slight comparative decline for 
the whole year. 

3. The fact that consumers still 
obviously have the money to buy, 
if only someone can sell them on 
the idea. This is best proved in 
those few remaining areas where 
novelty items can still sell them- 
selves without any help from 
salesmen. Thus, dryer and dish- 
washer sales are reported well 
ahead of last year, and both deal- 
ers and manufacturers are planning 
to make a killing on air condition- 
ers this summer. 

4. The remarkable fact that the 
small appliance dealers are doing 
very much all right. Time after 
time, AA was told that the dealers 
who are doing the business this 
year are those who are willing to 
work—and demonstrate—regard- 
less of size. 

If anything, it was the largest 
dealers who were taking the worst 
beating this year. 

“The big dealers are usually 
more the order-taker types—and 
mere availability of merchandise 
is no longer enough,” said one ad- 
man, 


es If anything comes _ through 
clearly in this resume of happy 
portents in appliances, it is that 
the dealer is the unchallenged key 
to the industry’s well-being. He is. 

For it is the manufacturers that 
are really on the hot seat in the 
appliance business today. With 
over 60% more plant capacity than 
only five years ago, they have more 
production facilities than advertis- 
ing and factory promotion alone 
can take care of. 

What then is the dealer’s situa- 
tion, and what are manufacturers 
doing to help him move their 
goods? 

To begin with, dealer mortality 
is leveling off. While higher than a 
year ago, it is still only a trickle 
compared with the prewar years. 
Most of the loss is in parttime or 
“marginal” operators. 

This may change yet. A number 
of the bigger manufacturers are 
cutting their dealerships in certain 
markets, in accordance with what 
Kelvinator, for example, enunci- 
ates as a policy of “an adequate 
market for every dealer and an 
adequate dealer for every market.” 

Only this week John F. McBride, 
marketing manager for General 
Electric’s range division, told of 
one “eastern city” where GE re- 
cently cut its franchises from 167 
to only 67. It is safe to say, how- 
ever, few of the ex-GE dealers 
went out of business. There are 
many smaller firms who undoubt- 
edly snapped them up. 


# For the fact is, AA found in its high-powered instruction is the| help them find second-hand mar- | regular 


stacking up on one another—some- 
thing which the more professional 
dealers themselves heartily en- 
dorse. 

Mostly, though, the manufactur- 
er is expressing his anxiety in 
more constructive ways than this 
“weeding out of the market.” In- 
,stead, AA found practically all 
appliance makers engaged in an al- 
most frantic mass effort at dealer 
aid and education. 


# Among the aids to dealers, as 
distinct from price-cutting “deals,” 
can be found almost any trade- 
stimulating gimmick you want to 
name. There are tie-ins with non- 
competitive products, “hooks” to 
get people to enter stores by 
awarding them everything from 
salad forks to nylons, premiums 
ranging from matched kitchen 
utensils to dinnerware sets, and 
offered with the appliance either 
at a token price or free. 


incentives—more premiums, con- 
test trips to Miami, or outright 
money awards based on perform- 
ance against sales quotas—to say 
nothing of cooperative ad funds. 
Material of this type costs money, 
and you find it being used mainly 


companies. The smaller firms do 
what they can, and then depend 
on offering bigger margins to the 
dealers. 


@ One thing which all firms are 
pushing now—large or small—is 
dealer training, under the slogan, 
“Know Your Product.” This seems 
to be the sine qua non of current 
appliance merchandising. 

As one trade editor put it: “The 
industry had 10 good years in 
which to build up its dealers and 
develop retail salesmen. Now it’s 
got to do the job in a couple of lean 
years.” 

As a result, there is a boom in 
sales meetings under way, though 
of a different and harder-working 
kind than of old. Big firms like 
Frigidaire and General Electric are 


from four to ten salespersons—and 


And of course there are the dealer | 


by the bigger and better-heeled | 


4 


9 Bviuct wit S 


DuMont Television 


A SOLID SALES AND PROFIT BUILDER! 


TIME OUT FROM PRODUCTS—Appliance 
as busy as ever this spring trotting out 


he remarked. “Just sales and prod- 
uct information. In the Dakotas, 
people drove 150-175 miles to at- 
tend the meetings. We found our- 
selves spending an hour and a half 
to two hours after each hour-and- 
a-half meeting just answering 
questions.” 


@ Still another kind of dealer as- 
sistance move on the part of 
some manufacturers—especially 
the larger ones—is to try to help 


not above holding sales meetings in 
individual stores for anywhere! trade-ins have in the past been to neither is having much effect. 

| (a) ignore them, leaving the dealer 
Sunbeam told AA that it now has to figure out what to do with as Sunbeam. and certain distribu- 


dealers out of the trade-in prob- 
lem. 


product features for dealer approval. But along with the prod- 
uct ads readers of trade publications were also finding plenty 


WILL THE APPLIANCE 
REVOLUTION LEAVE YOU 
VICTIMIZED or VICTORIOUS ? 


manufacturers were 
their new lines and 


by simple price-cutting or ‘“dis- 
counting,” or more indirectly by 
offering “king-size” trade-in 
allowances. 

By using the latter approach, 
Chicago’s Polk Bros.—to name one 
—has been able to maintain itself 
as the “world’s largest retailer of 
nationally advertised brands,” and 
at the same time claim that it 
always sells at list. 


Most of the furor about “tight-_ 


ening franchises” is aimed at cor- 


-recting the “abuse” of selling be-| 


low list price, as are the fair trade 


|points that the 


| 


| 
| 


The two exremes in handling |laws. The fact is, however, that. 


lst Quarter Manufacturers’ Sales 
of Six Appliances 


Per Cent 

1954 1953 Change 

A See pee 2,581,000 3,834,000 —32.7 
Television ............ 1,447,000 2,258,000 —35.9 
0 aS eee 852,989 949,902 —10.2 
eee 199,479 168,989 18.0 
Ee eee 24,025 63,049 —61.9 
Vacuum Cleaners ...... 696,732 831,187 —16.2 


Source: For radios and tv sets, an estimate by Radio-Electronics- 
Television Mfrs. Assn.; all others: membership survey by Ameri- 
can Home Laundry Mfrs. Assn. 


dealers, and only 10% calling on 
distributors. 


had to allow on them. 
Both of these methods are ex- 
pensive, and unsatisfactory, and so 


A few appliance makers—such 


its sales organization spending 90% ‘them, and (b) take them from the tors, such as Harry Alter Co., Chi- 
of its time out in the field training dealer for whatever price he has cago Bendix-Crosley outlet—now 


‘try to enforce strict fair trede. A 
much more general attitude, how- 
ever, is that of Lewyt Corp., which 
told AA it plans to tighten fran- 
chises but not restrict discounters, 
because “it’s impossible. They’re 
going to get the stuff anyway.” 


w An example of the difficulty of 
fair trade enforcement is found in 
the case of Harry Alter, who has 
a detective agency shopping con- 
/tinually in the appliance stores he 
serves, to check compliance with 
‘more than 200 fair trade agree- 
ments. 

Currently, it’s a maxim in the 
entire trade that “everybody sells 
,at discount.” As one distributor 
put it: 
| “Let’s face it. The biggest per- 
centage of the appliance business 


-g@ One remarkable discovery which jis the only alternative—to set up| now goes to discount dealers—not 
has emerged from this siege of repair stations for the dealers and|the over-the-phone operators, but 


appliance houses who 


check of manufacturers, that many, tremendous interest—even demand | kets. General E)ectric is trying to practice discounting. I don’t know 
if not most, of the smaller appli- —on the part of dealers for prod-| do that at present, though the odds anybody in my territory who sells 


ance companies are adding dealer- 
ships and seeking distributorships 


_uct and how-to-sell information. 
| E, T. Carvel, district sales man- 


are probably agzuinst it. 
The trouble is that there is no 


jonly at list.” 
' As for the outright discount 


in a root-hog-or-die bid for com- ager for General Electric’s small| used appliance market, such as houses, he doubted that that they 
petitive position. As big a firm as appliance division told AA of a|there was before the war. As a are the problem they’re held to be. 


Servel, for instance, reports that training program which his dis-|result, most dea-ers don’t pay any | 


“Sure, they offer 20% off,” he 


it now has about 7,500 dealers, and |trict completed last March in five, attention to repairing; it’s some- said, “but then most dealers can 
is expanding toward a hoped-for midwestern states. Throughout the| thing the manufacturers are taking give 10-15% off on the same 


‘circuit of 35 meetings the program over by default—like the cost of models (which are nearly always 
This doesn’t mean that there is attracted a completely unexpected|co-op advertising. 


10,000. 


no crackdown on dealers by the total of 3,500 salesmen, for an| This brings us to “deals,” and 


last year’s). 
“The manufacturer isn’t hurt, 


manufacturers and their distribu- average of 100 per meeting, he the besetting problem of today’s either. He has his tools and dies 


appliance market. These are de- paid for, and can offer increased : 
to at least keep dealerships from “All this was without leg shows,” vices for evading list prices, either discounts to the dealers. Plenty of ® Hamilton Mfg. Co. has also been 


ting agents. There is a tendency 


said. 


' neglect 


| 


| 
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of think-pieces and dealer-problems pitches. Shown above are 
some samples, characterized by -a strong interest in distribution 
policies, an emphasis on presenting the “dealer viewpoint’ 
and a tendency toward heavy copy. 


firms, in fact, are still putting out 
53 models on this basis.” 

The discount operator quite of- 
ten is a great advertiser, but there 
are two areas in which he is vul- 
nerable—service and direct selling. 
In most cases, he does no direct 
selling at all, and in no case can 
he match the servicing offerings of 
regular dealers. It is on these two 
“regular” appli- 
ance makers and distributors have 
pegged their competitive case. 


@ One phase of the appliance in- 
dustry which AA found to be 
suffering from more-than-usual 
was trade advertising. 
Manufacturers surveyed planned, 
in general, to cut their trade sched- 
ules “slightly,” and a check of 
appliance merchandising papers 
showed that linage is down 10-20% 
all over the field. Two reasons 
were given fcr this: 

1. Advertisers are following the 
old maxim “When sales drop, the 
ad budget is the first to go.” 

2. They are more interested in 
hitting the dealer direct, with sales 
training programs instead of ads. 

Even in the trade books, how- 
ever, manufacturers are beginning 
to give their dealers specific in- 
formation, both on products and 
policy—the latter especially, as 
more and more of them develop 
some policies to talk about. 

Here are some of the goings on 
among appliance firms, as reflected 
in trade advertising: 


e “Will the appliance revolution 
leave you victimized or victorious” 
wonders Deepfreeze Home Appli- 
ances in a recent trade page. In a 
copy-heavy text, the freezer firm 
goes on to point out that: 

1. The new, more selective con- 
sumer “is choosing the dealer who 
sells the products of specialists.” 

2. Deepfreeze is a specialist. 


e Keivinator has recenily been 
pushing a list of five reasons why 
its line is “the most valuable fran- 
chise in the appliance industry.” 
Most significant of its reasons are 
“fewer franchises per area” and “a 
short line—for minimum inventory 
investment.” 
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playing the specialist role. “Ham- 
ilton means laundry equipment— 
and only laundry equipment,” it 
Says, adding that there are no 
“poor relations” in its line—“no 
electronic flycatchers to pioneer 
and lose your shirt on.” 


e Ben-Hur Mfg. Co. is currently 
running a box in its new products 
copy labeled “Stay Independent 
... for Bigger Sales in ’54.” 


e In the tv field, DuMont has been 
hammering at the value of its “Se- 
lective Franchise,” in much the 
same way as Kelvinator in the 
white goods field. Terming itself 
the “short line with the long prof- 
its,” DuMont promises faster turn- 
over, better mark-ups and “no 
costly dealing or ‘right-about-face’ 
sales policies.” 


e Other firms making similar copy 
appeals: Servel, which is empha- 
sizing its “short, specialized, re- 
lated lines,’ and Zenith, which has, 
off and on, been making quite a 
point of not spreading out into the 
white goods field. 

Aside from aé_ possibly over- 
weening interest in dealer prob- 
lems, the above examples of ap- 
pliance trade appeal have one thing 
in common: They are delivered by 
firms with single lines, or at least 
limited ones. Most firms, in fact, 
are busy making a virtue out of 
just that. 


a What about the full-line con- 
cerns? 

In general, you find them 
making much less public fuss 
about the dealer and his prob- 
lems. There are exceptions, of 
course. Avco Mfg. Corp. makes no 
bones of the fact that the dealer 
can, by handling Crosley and Ben- 
dix, get all he needs from a “sin- 
gle source.” 

General Electric also has for 
some time been promoting “the 
value of a full line,” and recently 
it took to the newspapers for an 
all-out attack on “unethical mer- 
chandising” and “bait” advertising 
to the consumer. 

For the most part, however, the 
big full-liners have been sticking 
to products—at least in print. 
Most of their ad money goes to 
simply picturing their constantly 
changing products, or explaining 
the contests, premiums and 
“hooks” that go with them. 

Some elements, especially among 
dealers, are convinced that the 
full-line firms are preparing in- 
evitably to take over the indus- 
try, abetted by a few new giants 
created through the merger of 
some of today’s stronger independ- 
ents. Certainly, anyone who checks 
the field for two hours can come 
away with the names of a half- 
dozen specialty firms who have 
lost their channels of distribution, 
and seem headed for the rocks. 

A possible most-recent casualty 
is Rotiss-O-Mat Corp., which re- 
portedly is to be distributed from 
now on by Westinghouse dealers. 
And there is no doubt that such 
giants as Westinghouse, GE and 
Philco, to name a few, are headed 
“up and out.” 


ws Most appliance men don’t ex- 


HENRY DEXTER SHARPE 


PROVIDENCE, R. I., May 18—Hen- 
ry Dexter Sharpe, 81, board chair- 
man of Brown & Sharpe Mfg. Co., 
died in his home yesterday. He 
was president of the machine tool 
company for 50 years until April, 
1952, when he was succeeded by 
his son, Henry D. Sharpe Jr. 

Mr. Sharpe was also a v.p. un- 


death of the Providence Journal 
Co., and president of the Puritan 
Life Insurance Co. He _ twice 
served as president of the New 
England Council. 


JOHN S. MILL 

New YorK, May 18—John S. 
Mill, 52, v.p. in charge of sales 
for the Rowe Mfg. Co. and a lead- 
er in the field of automatic mer- 
chandising, died May 16 at Mt. 
Sinai Hospital. He entered the 


26 years ago and helped to develop 
the candy vending department of 
Paramount Theaters Corp. 
Joining the Rowe company in 
1938, he helped to introduce many 


til 1952 and a director until his. 


candy vending machine business | 


new types of vending machines.| the steamship company, Mr. Leon- 
He was a member of the National ard was with the steel procurement 
Automatic Merchandising Assn., division of the War Production 
|National Assn. of Tobacco Dis-|Board in Washington, and before 
tributors and the Advertising that he was assistant advertising | 
Club. ‘manager of Iron Age, with which | 
‘he had. been associated for more | 
FRANK H. COPITHORN than 25 years, 
New York, May 18—Frank H.| 
Copithorn, 72, retired advertising ARTHUR G. NEITZ 
and business manager of the, Seatrrte, May 19—Arthur G. 
Churchman, a Protestant Episcopal Neitz, 74, publishers representative, 
magazine, died in his home in long a familiar and active figure 
Summit, N. J., yesterday after a in the Seattle Advertising & Sales 
long illness. Born in Cambridge,|Club and the Seattle Chamber of 
Mass., he was an advertising sales- |Commerce public relations divi- 
man for the Boston Globe, the Re- preg died May 8. 
publican, Waterbury, Conn., and Mr. Neitz came here 30 years 
the Boston Traveler before becom-|ago from San Francisco. Among 
ing advertising manager of the|publications he represented were 


} 


Churchman in 1918. He retired in| the Henry DeClerque Inc. group in 
1952. 
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Canada and John Budd Co.’s group 
of southern newspapers. 


WRIGHT PATTERSON 

ORANGE, CAL., May 18—Wright 
A. Patterson, 83, former editor of 
the Western Newspaper Union, 
Chicago, died in his home here 


yesterday. He wrote a_ widely 


circulated column, “Grass Roots,” 
and was once on the faculty of 
Northwestern University’s Medill 
School of Journalism. 

During his 50 years as editor of 
the Western Newspaper Union, he 
supervised preparation of news, 
feature stories and fiction for 12,- 
000 weekly newspapers throughout 
the U. S. He moved to California 
when he went into semi-retire- 
ment in 1941. 


HENRY E. LEONARD 
New York, May 18—Henry El-| 


BERNARD P. GALLAGHER 


|cox Leonard, 59, advertising man- 
‘ager of Isthmian Steamship Co., a 
\subsidiary of U. S. Steel Corp., 


Negotiator peiedbeindtnaandasians 


for the purchase and sale 
of publication properties 


|died last night of a heart attack. 
Previous to his connection with 


147 West 42nd St., New York 36, N. Y., LAckawanna 4-1631 


People buy more in Summer 
than in most 
other months of the year! 


Summer Slump? 


Heck, no! He’s 


chart shows. 


been shopping 
with his wife! 


Sales are as hot as the weather! 


People spend more money on merchandise in June, 
July and August than in most other months — as the 


Are you taking advantage of this? 


Business leaders are capitalizing on this! 


Away on vacation? Heck, no! You can find 94% 
of the people at home at any time during June, July 
and August*—still shopping at a fast rate. Still reading 
newspapers. Still buying the things they read about! 

As the famous retailer Bernard Gimbel said re- 
cently: “There is no excuse for reduced sales effort. 
The business is there if we go after it—all summer long.” 

*Based on studies by Curtis Publishing Co. and NBC. 


Mr. Gimbel says: “We're 
going after summer busi- 
ness because we feel that 
there are too many valleys 
between the peaks that 
have no reason tobe there.” 


And he adds that sum- 
mer business is “the most 


pect any take-over by the full-line 
operators, however. The full-line 
operation is felt to be too unwieldy 


| 
| 


and uneconomical by too many ap-_| 


pliance dealers, they say. 
One observer remarked that 


' 
| 


there is a good deal of “‘compensa-_ 


tion” going on among single-line 


appliance firms. Under this sys- | 


tem, he told AA, one manufacturer 
will do all he can to encourage one 
of his dealers to take on another 
(non-competitive) line. “Other- 
wise he might, say, take on Cros- 
ley and knock out both of the 
small firms,” he said. “The small 
companies aren’t scared—not if 


they're good,” he added. “A smart) 


specialty outfit like Amana or 
Whirlpool can merchandise circles 
around the big boys.” 


the year. Only 


August. 


1953 Retail Sales 
$171 Billion 


Percentages show how 
much of this total is ab- 
sorbed by each month of 


months outrank June, July, 


neglected, the most under- 

aa cae promoted area in our whole 
MAY 8.6% merchandising system.” 
JUNE 8.5% } : 

25.3% of yeor Are you planning spe- 
JULY 8.4%, 
a. 83% | ($43 Billion) cial summer promotion? BERNARD F. GIMBEL 
APR. 8.3% 
SEPT. 8.3% ; 

9 ether | Mah. 02% And they’re using newspapers! 
NOV. 8.2% 
JAN. 7.6% They know there’s no summer replacement for the 
” oon newspaper. People buy and read newspapers avidly 
ines all summer long! 


SUMMER MONTHS get their full share of year's business — 
and more besides! 25.3%. (Source: Dept. of Commerce) 


advertising plans, start now. 


If you haven’t made big summer promotion and 


This message prepared by Bureau of Advertising, American Newspaper Publishers Association, and published by . . . 


MOLONEY, REGAN & SCHMITT, INC. 


NEWSPAPER GENERAL ADVERTISING REPRESENTATIVES 
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REATIVE 
MEN 


work faster, better . . . 


when they follow this 


9-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable 60-page book by James W. 
Young, Senior Consultant of J. Walter 
Thompson, is worth its weight in uranium 
to every man who must produce ideas. 
Gives you the positive 5-point program used 
by one of the highest paid men in the 
agency business, for developing ideas tha’ 
sell. Acclaimed as the biggest little book 
ever written for advertising men, now in its 
fifth big printing. A must for you if you 
are a creative man. $1.25 on 10-day money- 
back guarantee. 10% discount in quantities 
of 10 or more. 


Inspiration for Every Man 
in the Agency Business 


“The Diary of an Ad Man” 


(The Jim Young Classic) 


A practical volume for the man who is broad- 
ening his horizons in the advertising busi- 
ness. As Victor O. Schwab says, ‘‘a book 
about business which emits flash after flash 
of penetrating insight . . . day by day guid- 
ance .. . pithy case-history experiences. . . 
usable suggestions.”” . . . In all 578 diary 
entries made during trying times, any one 
of which may suggest a solution to your 
current problems. Specially priced at $2.00 
on 10-day money-back guarantee, 10% dis- 
count in quantities of 10 or more. 


How to Set Up and Run 
a Program for Salesmen 


“Successful Sales Training” 
By Eugene Dynner 


Here is the complete, practical, and usable 
outline of the proved method for (1) getting 
new salesmen into high gear quickly, (2) de- 
veloping a uniformly good performance pat- 
tern, (3) making each man pay off in higher 
average production. An easy-to-use program 
for sales managers who want more result: 
starting now. $2.00 on 10-day money-bac! 
guarantee, $1.80 each in quantities of 10 o: 
more, 


NOTE TO COPY CHIEFS 


Judging from the number of orders for 10, 
25, and more copies of these various books 
it is clear that they are filling an important 
need in training programs. We suggest yo 
start with a copy of the ‘'5-Point Tech- 
nique’ for each member of your creative 
staff. 


MAIL ORDER NOW 


Advertising Age, | 
200 E. Illinois St., Chicago 11 | 
Please send me books as ordered below. I | 
cnelose remittance with the understanding 
that I may return books for full refund in 
ten days if not delighted in every way. 


. copies, ‘'5-Point Technique 
for Producing Ideas’’............ ee | 


r 

| 

| 

| 

| 

| 

| 

| 

| 
....copies, ‘Diary of An Ad Man’’..$..... 
| ....copies, “Successful Sales 

| Training” 
| 

| 

| 

| 

| 

| 

| 

l 


Along the Media Path 


e A tv station and a radio station 
‘in New York—both separately 
‘owned and operated—have ar- 
'ranged a system of cross-plugging 
| to promote programs and person- 


alities on both stations in non-com- | 


| petitive time. They are WABD, key 


sion Network, and WINS, owned 
by Gotham Broadcasting Co. The 
arrangement took effect May 17 
and continues for one year. 


e The New York Times has re- 


al award of the William the Silent 
Foundation for Journalism. The 
new award is given to the Ameri- 
can newspaper or magazine “con- 
tributing most to the understand- 
ing of international problems” 
through its reporting and inter- 
pretation of international news. 
The foundation was established 
through popular subscription in 
Holland as a tribute to 14 Ameri- 
can newspaper men killed in a 
1949 airplane crash near Bombay, 
India. They were returning from 
a fact-finding trip to Indonesia. 


e For the first time in its 52-year 
publishing history, Travel has add- 
ed color to its inside pages with 


has launched a four-page “Travel 
Digest” insert and plans are under 
way for extra colors in the June 
issue. 


e The May 15 issue of Art Digest 
was devoted to Belgium. This is 
the first in a series devoted to a 


at irregular intervals. 


e W.C. Heinz’ story of boxer Billy 


lier’s, was judged the best sports 
magazine story written in 1953. 
The selection was announced in 
“Best Sport Stories—1954” pub- 
lished by E. P. Dutton & Co. The 


Considine and Quentin Reynolds. 


tv station of the DuMont Televi-| 


ceived the first annual internation- | 


its May issue. Also, the publication | 


specific country and will appear) 


Graham, which appeared in Col-| 


@ On May 12, Dell Publications 
printed its 2%-billionth comics 
/book. This month marks the 25th 
anniversary of the company’s com- 
ics book division. 


'@ WCBS, New York, this year will 
repeat its safety program feature 
of last year, including the hour- 
long “Dead Stop.” The six-day, 
round-the-clock safety campaign 


Memorial Day holiday, and run 
through May 31. ‘Dead Stop,” nar- 
rated by Red Barber, will be 
broadcast on May 27. The safety 
spot drive will feature taped ad- 
dresses by Mayor Robert F. Wag- 
ner and other dignitaries. 


e The Milwaukee division of Na- 
tional Tea Co. and The Bride & 
Homemaker this year will repeat 
their joint promotion, ‘“Bride’s 
Week at National Tea.” Full-page 
ads will appear in 12 Wisconsin 
papers and smaller ads will run 
in all important towns in the state. 
|All advertisers of products carried 
\in National Tea stores are being 
| offered the opportunity to partici- 
| pate. 


e Better Living has added 16 Su- 
per Market Institute members to 
its distributor list during the first 
quarter of 1954. The new distribu- 
tors include Hinky Dinky Stores 
of Omaha, which rejoins Better 
Living after a short period of dis- 
tributing Everywoman’s Magazine 
exclusively. 


| 


e Keystone Broadcasting System, 


agencies and advertisers a Key- 
| Stone station list of 715 affiliates, 
|a Keystone primary coverage map 
and a TV map with Keystone sup- 
| plementary stations indicated. 

|@ Electrical West, San Francisco, 
is promoting its advertising col- 


of which is a tube containing aspir- 


will start May 26, just before the | 


Chicago, is sending to all major! 


| 
| 
| 


| 


in tablets. “This plus Electrical 


it says on the tube. 


e The Phoenix Republic and Ga- 
zette is presenting a three-dimen- 
sional color slide presentation on 
the Arizona market. The film doc- 
uments the growth of this market 
in terms of population and indus- 
try, and has been shown in New 
York, Philadelphia and Chicago. 


e Department of New Laurels: 

Biggest advertising linage in 35 
years is reported for its April is- 
sue by Brick & Clay Record, Chi- 
cago. This represents a 38% in- 
crease in linage over a year ago. 

The May, 1954, issue of Plumb- 
ing & Heating Business set a new 
high in page volume, beating last 
year’s record 14612 pages. 

The May 21 issue of U. S. News 
& World Report is the largest in 
the magazine’s history in number 
of advertising pages and in adver- 
tising revenue. Eighty-four adver- 
tisers placed about 71 pages in the 
issue. 


Patio Appoints Cushman 

| The Patio, Chicago merchandiser 
of outdoor and den furniture and 
accessories, has appointed Aaron D. 


Cushman & Associates, Chicago, to| 


direct a public relations program. 


Wulthorst Joins D-F-S 


| Robert Wulfhorst, formerly with 
Kenyon & Eckhardt, has joined 


judges were John Chamberlin, Bob | umns by sending out a pencil, part Dancer-Fitzgerald-Sample, New 


| York, as a media buyer. 


NEW STUDIOS—KLAC, Los Angeles, will soon begin construction of this new build- 

ing at Vine and Waring St. in Hollywood. The new structure, to be completed in 

about six months, will house the entire broadcasting and office facilities of the 
station. 


West will cure all your headaches,” Frankfort to Promote Gin 


Frankfort Distillers Corp., New 
York, will start promotion next 
month on its Paul Jones distilled 
London dry gin. It will be fea- 
tured as a companion item to be 
sold with Paul Jones whisky. In- 
itial advertising of the gin will be 
in the Paul Jones whisky ad to 
appear in Life June 11. The com- 
pany will not promote the gin sep- 
arately, but hopes to build multi- 
unit sales of Paul Jones whisky 
and gin through package stores. 
Young & Rubicam is the agency. 


Paris & Peart Names Two 
Harry Rocker and _ William 
Mathesius have been appointed 
account executives of Paris & Peari, 
New York. Mr. Rocker formerly - 
was with H. B. Humphrey, Alley 
& Richards, and Mr. Mathesius 
previously was a Manhattan sales 
representative for Silex Co. 


Thomas to Campbell-Mithun 
Campbell-Mithun, Chicago, has 


appointed Ben Thomas director of 


traffic control. Mr. Thomas for- 
merly was manager of the traffic 
department of McCann-Erickson. 


TELL AND SELL YOUR STORY 
WITH GENUINE PHOTOGRAPHS 


Bx 10's Post Cards Tip-ons j 
Miniatures—Portfolios—Business Cards 


THE GROGAN PHOTO COMPANY 


(1275 N, Bahls St, Danvil nois 


“OFFICE 


Cait A Seat or. : hei & 
rchigan Ave., Phone WEbster 9.3219 


The Dallas Morning News is the 


only newspaper with merchandisable coverage 


of the 72-county Dallas 


Market... where 


38.9% of Texas’ population makes 


39.5% of Texas’ total retail purchases! 
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DALLAS’ LARGEST NEWSPAPER 
Circulation, 192,229 — Sundays, 200,701 


(Publisher's statement: March 31, 1954) 


More people BUY The News... more people READ 
The News... more people are INFLUENCED BY The News 
than any other North Texas newspaper. 
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Advertising Age, May 24, 1954 


Chicago Federated 
Adclub Names 53 


Ist Award Winners | 


CuHicaco, May 20—The Chicago 
Federated Advertising Club today 
presented 53 first awards to 42 
companies and their agencies and 
radio and tv station and network 
programs in its annual advertising | 
competition. 

The first award winners in all| 


classifications (advertiser and/| 
agency) are: 
GENERAL MAGAZINES 


Product selling campaign in color—S. C. | 
Johnson & Son (Car-Plate), Foote, Cone | 
& Belding. 

Product selling campaign in b&w— 
Minneapolis-Honeywell Regulator Co. 
(Electronic Moduflow), FC&B. 

Institutional campaign in color—Kel- 
logg Co., Leo Burnett Co. 

Institutional campaign in b&w—Armour | 
Laboratories, FC&B. 

INDUSTRIAL & BUSINESS MAGAZINES 

Product selling campaign in color—Skil 
Corp. ‘portable tools), MacFarland, Ave- 
yard & Co. 

“Product selling campaign in b&w—Dor- 
meyer Corp., John W. Shaw Advertising. 

Institutional campaign in color—Plastics 
Engineering Co., Kuttner & Kuttner. 

Institutional campaign in b&w—First 
National Bank of Chicago, FC&B. 


FARM PUBLICATIONS 

Product selling campaign in color—In- 
ternational Harvester Co. (Farmall Fast- 
Hitch), Aubrey, Finlay, Marley & 
Hodgson. 

Product selling campaign in b&w—In- 
ternational Harvester Co., Aubrey, Finlay, 
Marley & Hodgson. 

Institutional campaign in color—Ar- 
mour & Co. (1953 Report to Agriculture), 
FC&B. 

Institutional campaign in b&w—Stand- 
ard Oil Co. ‘Ind.), Batten, Barton, Dur- 
stine & Osborn. 


NEWSPAPERS 
Color division, national or regional, 
product selling—Standard Oil Co. ‘Ind.) 
(New Car Power), McCann-Erickson. 
B&w division, national or regional, in- 
stitutional—Harris Trust & Savings Bank, 
Leo Burnett Co. 


B&w division, national or 
product selling, over 400 
Johnson & Son ‘(Carnu), FC&B. 

B&w division, national or regional, 
product selling, under 400 lines—Manhat- 


regional, 


lines—S. C. | 


tan Royal Crown Corp. ‘(Par T Pak ginger 
ale), BBDO. 

Local retail advertising, ‘‘sale’’ or “bar- 
gain”’ omnibus ad—Carson Pirie Scott & 
Co. (women’s coats). 

Local retail advertising, ‘‘sale’’ or “‘bar- 
gain” single item ad—Henry C. Lytton & 
Co. (men’s silk suits). 

Local retail advertising, 
ad—Henry C. Lytton & Co. (Jeep coat). 

Local retail advertising, seasonal pro- 
motion—Marshall Field & Co. ‘(white 
jewelry and handbags). 

Local retail advertising, campaign ads— 
Carson Pirie Scott & Co. (table settings). 

Local retail advertising, food or drug 
ad—Beatrice Foods Co. ‘Meadow Gold 
ice cream), FC&B. 

Local retail advertising, institutional 
ad—First National Bank of Chicago, 
FC&B. 


OUTDOOR AND TRANSPORTATION 


single item 


Poster campaign, 24-sheet—Standard 
Oil Co. (Ind.) (...tops!), McCann-Erick- 
son, 


Poster campaign, three-sheet or less— 
Catalina Inc. (Dangerous Curves Ahead). 

Car Cards—Bowman Dairy Co. ‘fresh 
eggs). 

DIRECT MAIL 

Single mailing piece—Abbott Labora- 
tories International Co. 

Mail campaign—Baxter Laboratories 
Inc., Reincke, Meyer & Finn. 

Catalogs—American Steel Foundries. 

House Organs—Abbott Laboratories, 
“What's New” (‘special Christmas edi- 
tion). 


Manual—General American Transporta- | Succeeds 


tion Corp. 
Booklets and brochures—Airtemp divi- 
sion, Chrysler Corp., Sheriff-LeVally. 
Annual reports—Illinois Power Co. 
POINT OF PURCHASE 
Window displays, temporary—Glenmore 
Distilleries Co. (Kentucky Tavern). 
Window displays, permanent—Cluett, 
Peabody & Co. ‘Arrow white shirts). 


Counter displays, temporary—W. 
Sheaffer Pen Co. 
Floor and island displays, 


clown). 
RADIO 


Programs, local music—‘‘The Northern- | 


ers,”’ 
over WMAQ. 


Special features, public service—‘Case | current tariff of $7,350. The 1,750,- 


Dismissed,””’ over WMAQ. 

Commercial announcements, 
second—Standard Oil Co. (Ind.), (Stand- 
ard Premium gas), McCann-Erickson. 


Commercial announcements, local, one | according to Ralph Daigh, editorial | spirit. 
shampoo),| director of Fawcett Publications. | 


minute—Toni Co. (Pamper 
Clinton E. Frank Inc. 


Commercial announcements, network, 


‘film which had been made for 


| NEW LEADERS—These are the recently-elected 1954-55 officers 
| and directors of the t.f. Club of Chicago. Those not identified 
| by office title are directors. They are (left to right) Robert Houts, 


Mechanization; Bob Shea, Public Works Jou 


S. Wade, Transportation Supply News, retiring president; George 


Buehler, Machinery, 
new president; Gilbert Thayer, Industrial Laboratories, secre- 
tary; Frank Cornyn, Pit & Quarry Publicotions, treasurer; Carl A. 
Zehner, Traffic World, and Leonard Woods, National Safety 
News. 


rnal Corp.; William 


v.p.; Roy Gurley, Modern Railroads, the 


Falls,"’ sponsored by S.O.S. and Wesson 
oil over NBC. 

Programs, local, promotion of civic 
awareness—‘‘Spotlight on Chicago,’’ over 
WGN-TV. 

Programs, local, public service—‘‘Farm | 


Town U. S. A.,”” over WBBM-TV. ‘direct 


Programs, local sporting event—‘'Cham- 
pionship Bowling,’”’ sponsored by DeMet 
Pontiac, over WNBQ. 

Programs, local, news—‘Standard News | 
Roundup,” sponsored by Standard Oil Co. | 
(Ind.) over WBBM-TV, McCann-Erickson. | 

Programs, local, special citation— 
“WGN-TV Local Sports Coverage,’ over 
WGN-TV. 

Commercial announcements, long film 
(live action)\—Toni Co. (Tonette home 
permanent), Weiss & Geller. 

Commercial announcements, long film 
(live and animated action)\—Armour & | 
Co. ‘Armour Star Smokees), FC&B. | 

Commercial announcements, long film | 


(animated action)—Minneapolis-Honey- | 
well Regulator Co. ‘(Electric Moduflow), | 
FC&B. 


Commercial announcements, short film) 
(live action)\—Bell & Howell Co., Mc- 
Cann-Erickson. 

Commercial announcements, short ong 
(non-live action!—Miles Laboratories Inc. 
(Speedy Alka Seltzer), Geoffrey Wade 
Advertising. 

T. S. Repplier, president of the 
Advertising Council, spoke on the 
council’s campaign, recently re- 
leased to all media, which is seek- 
ing to counter the “psycho-reces- 
sion.” 

He said that the states of mind 
of large groups are in themselves 
vital economic facts, an observa- 
tion made years ago by Eugene 
Meyer, former president of the 
International Bank, and that the 
advertising industry’s present 
campaign is an “experiment... .of 
profound importance.” 

He showed the group a slide 


showing to business men as part 
of the campaign. 


‘Time’s’ Kennedy 
Succeeds Ken Purdy 
as Editor of ‘True’ 


NEW YorK, May 20—Douglas S. 
Kennedy, sports editor of Time for 
has. been 

effective 


the past four years, 
named editor of True, 
June 1. 

Mr. Kennedy 
Ken 
Purdy, who re- 
cently left Faw- 
cett to take over 
| he editorial reins 
of Argosy (AA, 
May 17). 


P ‘nounced that its 
‘ladvertising rates 


merchan-| will go up with 
disers, temporary—Kellogg Co. (Kellogg's | the 


sponsored by Northern Trust Co.|Ccrease of $450, and a four-color 


local, 20 | 


True also an- 


January. Douglas Kennedy | 


1955, issue. A 
,/ b&w page will cost $5,700, an in- 


| page will be $7,980 as against the 


000 guarantee will continue. 
Reports that Lucian Cary and 
Alan Hynd had left True are false, 


|Mr. Daigh said that Mr. Cary will | 


said the average doctor is just too 


|part of the doctor to use the prod- 


/reading material, and for this rea- 


Pharmaceutical Admen Hear Speakers Lash 


Out Against Use of Too Much Direct Mail 


Cuicaco, May 20—Most of the, 
mail advertising which 
swamps doctors’ offices is filed in | 
the waste basket without being | 
read. 

This was the consensus of speak- 
ers yesterday at the second annual | 


‘seminar of the Midwest Pharma-_ 


ceutical Advertising Club. 

The chief criticisms leveled | 
against pharmaceutical ad copy) 
were that it is too complex, lengthy 
and uninformative. 

Spearheading the attack on| 
pharmaceutical houses which de-| 
luge the physician’s office with di- | 
rect mail, Dr. George Kidera, med- | 
ical director of United Airlines, 


busy to read a large amount of 
advertising and has most of it 
screened by his receptionist or 
nurse. 


® “Very little direct mail gets on 
the doctor’s desk,” Dr. Kidera said, 
“and what does has been selected 
by a girl who really can’t evaluate 
it properly. 

“TI doubt that the average doctor 
even has time to read the material 
that actually does get to him. There 
is just too much of it. For instance, 
last Friday I received 16 pieces of 
direct mail from pharmaceutical 
companies, and Monday I had an- 
other 34 pieces on my desk.” 

Dr. Kidera said detail men are 
welcome in his office when they 
are informative, brief and avoid 
high-pressure tactics. 


® Citing 10 well-read journal ad- 
vertisements as illustrations, Rob- 
ert J. Lyon, assistant to the busi- 
ness manager of the American 
Medical Assn., declared that read- 
ership of pharmaceutical ads de- 
pends upon “direct service infor- 
mation to the physician” and “sim- 
ple readership style.” 

Mr. Lyon said that physicians 
will always read ads concerning 
new products and matter that tells 
how to properly administer drugs. 


s John J. Raymond, associate in 
sociology of the Bureau of Medical 
Economic Research of the Ameri- 
can Medical Assn., said his studies 
show that good pharmaceutical ad 
copy “must create a desire on the 


uct so that it may help him carry 
out his professional duties more 
effectively.” 

According to Mr. Raymond, most 
doctors have time only to scan 


son ads should be extremely read- 
able. 

He listed the following as prac- 
tices that should never be included 
in medical advertising: 

“1. Don’t use gadgets. Doctors 
shop for drugs in a professional 


“2. Don’t use sob sister human 


like to feel they are inferior to 
their patients. 

“4. Don’t load doctors down with 
samples. Send samples only when 
they are requested. 

“5. Don’t write 
copy.” 

“Media writers,’ Mr. Raymond 
said, “can never belong to the doc- 
tor’s world, but they can aid him 
in his world of integrity and help- 
fulness.” 


smart-aleck 


’ 


# In contrast to the results of Mr. 
Raymond’s findings, Bowman 
Kreer, v.p. of Campbell-Mithun 
Inc., urged pharmaceutical copy- 
writers to enliven their copy. 

Declaring that most medical 
journal ads look like pages out of 
a mail order catalog, Mr. Kreer 
said there is a need for creative 
expression and progressive sales 
promotion. _ 

Mr. Kreer urged the elimination 
of long-hair stuff and denounced 
the use of packages as the princi- 
pal theme of an ad. 

“Don’t be box, package or bottle 
worshippers,” he said. “The con- 
tainer will never sell a product.” 

Mr. Kreer recommended the use 
of more illustration and white 
space to get interest and to draw 
attention to brand names. He said 
a good ad “should not spill the 
whole works’’—just set down a 
couple of the more important 
points and make sure it asks for 
the order. Some ads, he said, are 
actually written so they appear to 
look down upon the intelligence of 
doctors. 


s During a panel discussion, Har- 
ry C. Phibbs, president of Harry 
C. Phibbs Advertising Co., reiter- 
ated the charge that there is too 
much direct mail and much of it 
is poor, but at the same time, he 
declared that the future of phar- 
maceutical selling is in the hands 
of detail men. 

Mr. Phibbs also said there is too 
much duplication in the production 
of drugs, and that the manufactur- 
er of a specific drug should be lim- 
ited to its originator and a few 
other companies. 


® Ina plea for simple writing with 
short sentences and small words, 
Robert Gunning, director of Rob- 
ert Gunning Associates, Blacklick, 


'O., said there is no need for com- 


plexity in technical ad writing. 

He listed the following rules for 
pharmaceutical copywriting and 
writing in general: 

“1, Prefer the simple to the com- 
plex. 

“2. Prefer the familiar to the un- 
familiar. 

“3. Use verbs of action. 

“4. Write as you talk. 

“5. Don’t use unnecessary words. 

“6. Use terms your reader can 


interest. Doctors already have 


one minute—Hallmark Cards Inc., FC&B. CONtinue as gun editor and Mr. compassion for their patients. 


TELEVISION 


Programs, network, drama—“Hawkins| feature writer. 


/Hynd will remain as crime and, 


“3. Don’t make patients in ads 


| picture. 
| “7. Make full use of variety. 


73 
we Color TV, Radio's 
| Future Key Topics 
on NARTB Agenda 
Cuicaco, May 20—A_ record 


number of 2,500 delegates will 
gather Sunday for the opening of 
the five-day 32nd annual National 
Assn. of Radio & Television Broad- 
casters convention which will con- 
| sider such vital matters as the im- 
| pact of color tv and the future of 
| radio. 

Noticeably missing from the 
|agenda is any discussion of u.h.f., 
one of the principal headaches in 
the tv industry (see story on Page 
Ly 

The opening business session is 
set for 3:30 p.m. Monday and will 
concern fm radio. Taking part in 
the discussion will be George E. 
Sterling, Federal Communications 
Commission commissioner; Ben 
Strouse of WWDC, Washington; 
Walter J. Brown, WDXY, Spar- 
tanburg, S. C.; Carl George, 
WGAR-FM, Cleveland; Richard 
Field Lewis, WRFL, Winchester, 
Va., and Edward Wheeler, WEAW, 
Evanston, Il. 


® Color tv will come into focus 
at the Tuesday afternoon session. 
Ralph Evans of the color tech- 
nology division of Eastman Ko- 
dak Co., Rochester, will give an 
address, titled “Seeing Light and 
Color.” Also speaking on the color 
tv subject will be Robert E. Shel- 
by of the division of color sys- 
tems development of NBC, New 
York. His speech is titled “Re- 
sults of Experience to Date in 
Color Television Operations.” 

Sports will be the topic Wednes- 
day morning with George Higgins, 
KMBC, Kansas City, chairman of 
the NARTB’s sports committee, 
presiding. Among those who will 
take part in the session are George 
Trautman, president of the Na- 
tional Assn. of Professional Base- 
ball Leagues; Jerry N. Jordan, N. 
W. Ayer & Son, New York; Frank 
Lane, general manager of the Chi- 
cago White Sox, and Rev. Father 
Joyce of the University of Notre 
Dame. 


e John E. Fetzer, WKZO-TV, 
Kalamazoo, Mich., chairman of the 
Television Code Review Board, 
and John F. Meagher, KYSM, 
Mankato, Minn., chairman of the 
Radio Standards Practice Com- 
mittee, will preside at a “Better 
Broadcasting” session Wednesday 
afternoon. 

During the same _ afternoon, 
there will be a “Freedom of In- 
formation” discussion, presided 
over by Edgar Kobak, owner of 
WTWA, Thomson, Ga., and chair- 
man of the NARTB’s Freedom of 
Information committee. Other 
speakers on the subject will be 
Lawrence Spivak of “Meet the 
Press,” NBC; Richard Harkness, 
NBC; Gerald W. Johnson WAAM- 
TV, Baltimore; Basil L. Walter, 
Chicago Daily News; Victor A. 
Sholis, WHAS and WHAS-TV, 
Louisville; P. A. Sugg, WKY-TV, 
Oklahoma City; E. R. Vadebon- 
coeur, WSYR, Syracuse, and Sig 
Mickelson, CBS Television. 

Another topic for Wednesday 
afternoon will be “How Good Is 
Radio?” Alfred Stanford, former 
director of the Bureau of Adver- 
tising of ANPA, will discuss “The 
Importance of Radio in Television 
Areas Today.” 

The final business _ session 
Thursday morning will feature a 
roundtable discussion by FCC 
commissioners. 


Wyatt & Schuebel Reorganizes 

Wyatt & Schuebel, New York 
agency consultant, has changed its 
name tc Reggie Schuebel Inc., con- 
‘currently with John M. Wyatt’s 
\severance of connection with the 
organization. Miss Schuebel has 


“8. Write to express and not to taken larger quarters for the new 


‘over-sophisticated. Doctors don’t |impress.” 


‘company at 7 E. 47th St. 
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lines (maximum—two) 30 letters and 


per line. Add two lines for box number. Deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $13.50 per 


column inch. Regular card discounts, 
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HELP WANTED 


THE ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


spaces per line; upper & lower case 40 


size and frequency, apply on display. 


HELP WANTED 


YOUNG PRODUCTION MANAGER 
to head production department of fifteen 
man Cincinnati agency. Must know and 


specify type, engravings, mats, printing. | 


Work closely with art director, traffic 
manager and space contractor. Real chal- 
lenge. Great opportunity for combination 
self-starter, detail man and creative stu- 
dent of production who can turn out voi- 
ume of work. Salary $5200 to $6000 plus 
benefits. 

Box 6369, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
Artist - Lettering, keyline, finished art for 
package design dept. of large food com- 
pany in lake region of Southern Wiscon- 
sin. Good salary, pleasant surroundings. 
Write fully. 

Box 6344, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, III. 


LIFE PERSONNEL SERVICE 
Advertising e Publishing e Radio e TV 
for employers and qualified applicants. 
105 West Monroe DE 2-3885 Chicago 


Leading paperboard manufacturer wishes 
to expand its specialty sales. Excellent 
opportunity open for creative, personable 
salesman with merchandising experience 
to seli floor stands and displays to na- 
tional accounts in the east. This relatively 
new field offers considerable challenge 
plus excellent salary to aggressive person 
with a flair for developing new ideas 
and a proven sales record. Please write 
stating age, educational background and 
experience. All replies confidential. 

Box 6351, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


WANTED: ADVERTISING ASSISTANT 
with well rounded experience in adver- 
tising and publications. Creative planner 
and administrator. Ability to work with 
others essential. Agricultural experience 
will be helpful. Good salary to live com- 
fortably in pleasant small town surround- 
ings in Finger Lake Region of New York 
State. 
Box 6363, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


‘ MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 11, ILL. 


SPACE & TIME BUYER—Man or woman. 
Must have intimate knowledge of news- 
papers, radio & television in principal 
markets. Exceptional opportunity in pro- 
gressive medium-size Chicago agency. 
Write, giving background, salary require- 
ments, etc. 

Box 6366, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING SALESMAN 
Leading agricultural publication in its 
field has opening for an experienced 
space salesman for Chicago and midwest 
territory. Write giving age, experience, 
personal details and salary requirement. 
Plenty of opportunity for advancement in 
this organization for the right man. Your 
reply held confidential. Our staff knows 
of this ad. 

Box 6361, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


BARNARD 
A service for employers and applicants 
in the field of advertising and publishing. 
Office and Professional Central 6-3178 
176 W. Adams Street Chicago 3, Ill. 


MAIL PROMOTION 
Competent direct mail adv. mgr. for sea- 
soned mfg. of repeat business specialty. 
Line for Jobber, Distributor, and Con- 
sumer. Must be responsible for program, 
personnel, lists, layouts—a _ challenging 
opportunity for qualified person. 

ALLIANCE RUBBER COMPANY 
Hot Springs, Arkansas 


aan 


MAXWELL 
SERVICE 


a fart of your 
SALES DEPARTMENT 


4 


SPECTACULAR 
ELECTRICS 


PUBLIC RELATIONS WRITERS 
If your interest is in electronics, if you 
have journalism experience and want to 
associate permanently with a progressive, 
PR-minded organization - the leader in a 
growth industry - this position will inter- 
est you. Company is located near subur- 
ban area of Chicago’s West side. Liberal 
company benefits plus profit sharing. 
| Assignments include feature writing, field 
| trips, news releases and editorial work 
| on company external. Engineering degree 
| desirable but not necessary; practical 
electronics background essential. 
| Box 6356, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
801 Second Ave., New York 17, N. Y. 


| ADVERTISING SPACE SALESMEN 
INDUSTRIAL PUBLICATIONS 
| Experienced space salesmen for eastern 
|and midwestern territories needed by 
| Chicago publisher of established industrial | 
publications. Salary, bonus arrangement 
and expenses depending upon your quali- 
fications. Excellent opportunity for the 
right men, Write full particulars to 
Box 6359, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


FRED J. MASTERSON 

ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 
CIRCULATION PROMOTION MANAGER 
for a multiple magazine publisher. The 
man we are looking for must be able to 
turn out good, hard-selling subscription 
copy under pressure. He must be a sound 
organizer - both of his own work and that 
of his staff. Magazine experience essential. 
Should be familiar with list procurement, 
ABC regulations, know how to work with 
printers, etc. Write fully. State salary re- 
quirements. 

Box 6358, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 
JUNIOR ADVERTISING SALESMEN 
Publisher of established business maga- 
zine offers excellent opportunity to two 
junior advertising space salesmen located 
in New York and Chicago. Location of 
eastern man in Cleveland or Pittsburgh 
also acceptable. Salary, bonus and ex- 
penses commensurate with what you have 
to offer. Write full details to 

Box 6343, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 

209 S. State St. Ha 7-1991 Chicago 


TOP LEVEL OPPORTUNITY 
Head of Daily newspaper and printing 
company in Mid-West wants assistant 
well-grounded in either or both fields for 
rapid development towards permanent 
position involving both responsibilities on 
management level. State fully qualifica- 
tions, experience, salary requirements, 
availability. Write 

Box 6365, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
Editorial help needed, possibly part time, 
for general interest magazine going into 
homes. Must spark ideas for articles and 
art, know sources. Chicago location im- 
perative. Give background. Write 

Box 6364, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


POSITIONS WANTED 
ADVERTISING-SALES PROMOTION 
MGR. 


Available opportunity east, south. Out- 
Standing record planning, creating, ad- 
ministering, field application as Advertis- 
ing-Sales Promotion Mgr., Merchandising- 
Sales Training Mgr. three nation’s sales 


leading mfgs. appliances; metals; mass 
market, industrial, agricultural building 
products. 


Box 6341, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
TV COPYWRITER-PRODUCER, A.E. 
Available; agency creative Group Head/ 
TV writer-producer-director. Substantial 
4A experience; history of successes proven 
by increased sales, trade awards. Young 
but TV veteran. Outline your proposition 
for detailed resume, photo, references. 

Box 6349, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
ARTIST - designer; creative layout, styl- 
ized illustration, can handle art direction, 
retail and studio experience. 

Box 6367, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

PUBLISHERS REPRESENTATIVE 
with 10 yrs. top level selling exp. will! 
j}accept another business publication for | 
conscientious representation in Chicago 
and mid-western area. 
Box 6342, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


POSITIONS WANTED 


POSITIONS WANTED 


Advertising Age, May 24, 1954 


| REPRESENTATIVES AVAILABLE 


Advertising Production Manager 


| EXPERIENCED ADVERTISING MAN 


|” PUBLICATION REPRESENTATION 


Agency, Retail, Manufacturer experience. available as acct. exec., copywriter, prod. | Representation company being formed of 


Experienced all in phases of Graphic Arts 
Production. Also experienced in buying 
artwork. 

Box 6347, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, IIl. 


mgr., or adv. mgr. Over 25 years’ exp. all 
forms adv. on varied lines, including ap- 


pliances, Moderate salary. 
Box 6346, ADVERTISING AGE- 
200 E. Illinois St., Chicago 11, Il. 


4-A AGENCY ACCOUNT EXECUTIVE 
seeks challenging position as advertising 
or sales promotion manager with aggres- 
sive company. Broad experience in con- 
sumer products marketed through jobbers. 
Strong background in field sales advertis- 
ing work and management contact. Thor- 
ough knowledge of markets. Present sal- 
ary in low five figures. Age: 30, married, 
three children. Will relocate. 

Box 6362, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


ADVERTISING SECRETARIAL 
ASSISTANT 
For the first time in years the most wide- 
ly experienced woman in her field is 
seeking change in N. Y. Newspaper ex- 
perience, four national magazines (ass’t 
or secretary to advertising or promotion 
manager), handles all correspondence, 
knows production, all print media, can 
write. Priceless right hand to busy ad- 
vertising man in any field. In her thirties. 
Box 1165; 217-7 Ave. N. Y. 


CHICAGO COPYWRITER FREE LANCE 
4-A Agency national consumer and trade 
adv. and sales promotion; retail. Creative, 
imaginative, versatile, dependable. 

Box 6350, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


ADV.-SLS. PROM. MGR. 
I'M LOOKING FOR A COMPANY THAT 
WANTS TO GROW. My marketing, sales 
& advertising experience can be the extra 
push needed. 
Box 6348, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


PROMOTION MANAGER - Create - pro- 
duce Point-of-Sale Material, Dealer Aids, 
Direct Mail; 34, married, experienced; 
seeks connection National Advertiser or 
Agency, finest references. Box 6340, AD- 
VERTISING AGE, 801 Second Ave., New 
York 17, N. Y. 


GRADUATE TOUCH—That is what this 
retired Chicago agency copy director now 
brings to free-lance writing. Known for 
impressive national campaigns in varied 
fields. A size-up interview could pay. 
Box 6345, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Young Industrial Copy-Contact Man 
| Now at small agency planning and writing 
!ads, publicity, catalogs & direct mail. 
Seeks more responsibility & opportunity 
with agency or manufacturer, College 
grad, 26, technical background, reliable, 
imaginative. Box 6360 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Copywriter - M.B.A. Exp. advertising, 
marketing, public relations. 

Box 6353, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
A DO-IT-ALL: Young (29) familied ad- 
man with B.J. and copy, contact, layout, 
art, production experience in small agen- 
cy. Wants difficult job that you've had 
trouble filling. Resume on request. 

Box 6352, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
SEASONED CONSUMER COPY MAN 
wants billet as copywriter or chief with 
agency, copy chief or asst. A.M. with 
corp., or public relats director with dept. 
store. 10 yrs. in all 3 fields. Some pretty 
smart hombres regard his copy as out- 
standing. Hard or soft sell, whimsical or 
institutional. Also publicity. Good radio 
voice. Can make speeches, coordinate spe- 
cial events. Pressure-palaces please do not 
reply Box 6354, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 
CREATIVE WRITER AVAILABLE 

Female with ideas and resourcefulness in 
using them, who can write well and sell 
convincingly in print, wants a writing job, 
preferably with an agency. Sound train- 
ing plus some experience in writing fash- 
ion, descriptive, reason-why copy. No wild 
ambitions or delusions. Growth more im- 
portant than salary. Willing to start at 
$4000. 

Box 6357, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


men with client, publication and agency 
| experience - domestic & export markets. 
Men are well-known by midwest agencies 
& accounts. Ready to begin representation 
immediately. 

Box 6368, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Til. 


MISCELLANEOUS 


FOR RENT - beautiful bright office, Grand 
Central area, N. Y. Suitable for 1 or 2 
*man agency or publishers’ rep. Reasonable 
rent. 
Box 6355, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


PUAA AWARDS BOOKS FOR SALE 
Contains reproductions of all the winning 
ads in the Public Utilities Advertising 
Association 3lst Annual Competition. 
Single copies $10.00, additional copies $7.50. 

R. D. Furber, 
PUAA Better Copy Contest Chairman 
15 South Fifth Str,eet 
Minneapolis 2, Minnesota 


FINE AGRICULTURAL ART 
Write for illustrated brochure 
JOHN ANDREWS 
7265 No. 36 Omaha, Nebraska 


ART DIRECTOR 


Looking for a spot with a hard 
hitting GROWING agency— 

Now associated with the top 
trade and farm agency in the 
midwest. 


Have been with my present 
agency over 10 years—over 40 
years of age. Family—$13,000. 
Box 879 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


YOUR CLASSIFIED 
ADVERTISEMENTS HERE 
WILL GET RESULTS 


ROBERT C. PEARSON 


writer 
Satisfaction guaranteed. 16 years pro 
writing, metallurgical background, heavy 
agency experience. Will do research, writ- 
ing, rewriting on technical booklets, ads, 
direct mail. Finest references. Let me 
quote on any size job, industrial or con- 
sumer, at reasonable, common-sense rates. 
214 Worth Street, Tarentum, Pennsylvania 


| LITERATE GIRL FRIDAY 


|| Considerable agency background. 
‘| Consumer research; copy; contact. 
Can type (55) take dictation (120). 
Target: young vital New York out- 
|| fit. Size of pay check not critical, 
|] function all-important. 

| Box 886 ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


Walter Lowen 


PLACEMENT AGENCY 


Headquarters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ Copy @ Art @ Office 
Public Relations 


Please write briefly outlining yeur 
specific experience or persennel needs 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 

MU 9-2630 


————=—_————— SS 


. 


36. Inquire, 


200 E. Illinois St. 


ADVERTISING MANAGER 
seeks greater challenge 


Able administrator, level-headed planner, competent judge 
and creator of sales-making ideas. Thorough acquaintance 
with the mechanics of advertising; clear understanding of 
principles. Now ad manager for national food firm. Age 


Box 876 ADVERTISING AGE 


Chicago 11, Ill. 


and direct product publ 


interview. 


ADVERTISING MANAGER 


Must Be Experienced 


Excellent opportunity for position with chemical 
manufacturer with main office in Chicago. A 
man who has the necessary qualifications to 
manage department, handle trade journal ad- 
vertising, prepare sales promotional material, 


plicant will be considered. Salary commensu- 
rate with ability and experience. Write Box 877, 
ADVERT!SING AGE, 200 E. Illinois St., Chicago 
11, Ill., giving complete qualifications prior to 


icity. Only qualified ap- 


oo hee 


The R.C. Maxwell Co Adantic CityNAf 


in Famous Atlantic City and Trenton,N. J. the Capital City 


P 


OUTDOOR 


The R.C. Maxwell, 


ADVERTISING 
Since 1894 


PAINTED DISPLAYS 


OSTERS and 


ADVERTISING 
EXECUTIVE 


available soon, with exceptional 
background and experience in 
consumer and industrial products. 
Thorough knowledge of merchan- 
dising through hardware, paint, 
department store, automotive and 
building supply trade channels. 
Responsible for producing adver- 
tising plans and campaigns for 
two firmly established leaders in 
respective fields. Strong on public 
relations and publicity. Desires to 
improve on present situation and 
ready to accept challenge by large 
advertiser or agency. Age 42, 
steady, reliable and responsible as 
proved by successful record with 
only two employers in 20 years. 
Salary requirement—$15,000. 


Box 858 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


EXPANDING 
AGENCY NEEDS 


Creative copy man who can 

msproduce ideas and selling 
copy (including TV) on con- 
sumer and some industrial 
accounts. 


Top-drawer layout man 
gawith good knowledge of 
typography. 


This growing Southern agency is 
on its way up. We need two men 
who can be key figures in its 
growth. If you're ready to pick 
a final spot to live happily and 
are capable of growing with us, 
send age, experience, salory ex- 
pected immediately to: 


Box 885 ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill. 
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“Our 43rd Year” 


HEY RUBE 
is the carnival call for help. 
HEY COPYWRITER 

means that we have openings for men 
with adver. deg. with or without ex- 
perience, ranging from $3,600 to $5,500 
with nat’l. co. in Chicago, who as- 
sumes the fee. Hey Copywriter!! 


GLADER CORPORATION 


“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


ADVERTISING MANAGER 


Major airline has opening for outstanding 
young man 
Should be strong in creative ability, 
copy and be able to direct art and 
production. Must have management 
ability to take over supervision of 
direct mail and printed literature 
division. Prefer man between 28 and 
35 with at least four years of adver- 
tising experience exclusive of school 
work. All replies held in strict con- 
fidence. 
Box 878 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


TOP AM-TV EXECUTIVE 


20 years experience. Currently em- 
ployed on one of highest rated day- 
time AM-TV programs. Experienced 
in every phase of AM and 2 years 
experience in writing and produc- 
tion of TV programs. Would like to 
leave so-called “Big Time” for peace 
and security in average market, 
preferably West or Northwest. Can 
manage, direct programs, handle 
public relations or sales promotion. 
Much contact with agencies; could 
handle top spot in radio-TV depart- 
ment. Salary dependent upon loca- 
tion and future. 


Box 880 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, IIl. 


* 


Personnel Consultant 
to Advertising and the Graphic cArts 


( vous smrrs, 1c. | 
Botetarsntnniess ial a 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 


for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


PACKAGED GOODS MAN 


Do you have a record of ac- 
complishment in the advertis- 
ing and promotion of packaged 
foods? Can you plan a com- 
plete year’s campaign, write 
the presentation, sell it and 
follow through on the admin- 
istration of same? Do you 
work well with others? Wide- 
open opportunity with medium- 
sized advertising agency, for a 
thoroughly experienced man, 
40 or thereabout. This man 
need not have agency expe- 
rience ... he may now be an 
advertising manager or prod- 
uct manager. Remuneration in 
keeping with responsibilities 
and results. Send letter or 
résumé to Box 881, ADVER- 
TISING AGE, 801 Second Ave., 
New York 17, N. Y. All replies 
will be kept in confidence. 


This Week in Washington... 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, May 20—What is 
to be done about the growing traf- 
fic in tv licenses? 

These permits are originally 
awarded on the basis of a variety 
of qualifications adding up to a 
showing that the proposed station 
will provide good service to its 
community. But with buyers of- 
fering millions for well-located 
stations, there is concern that a 
big bankroll is becoming the chief 
qualification for station owner- 
ship. 

Commissioner Robert E. Lee, 
the newest member of the Federal 
Communications Commission, is 
one of the people who have been 
giving some thought to the prob- 
lem. Mr. 
present trend may be traced, at 
least in part, to FCC’s rules. An 
applicant who proposes to build a 
station has to take his chances in 
competition with others who want 
the same channel. On the other 
hand, an outfit that buys an es- 
tablished station does not have to 
risk a competitive hearing. Unless 
it is not qualified, it gets what it 
buys. 

Commissioner Lee spelled out 
his misgivings in a_ tactfully 
worded statement issued after the 
FCC approved the sale of KOTV, 
Tulsa, to J. H. Whitney & Co., New 
York banking concern, for $4,- 
000,000. 

In this case, it seemed clear to 
Mr. Lee that the station’s former 
owners were sincere in their in- 
tent to operate a television station 
when they acquired it initially, 
and that the buyers appeared to be 
civic-minded citizens, too. 

On the other hand, he pointed 
out, some 75% of the station’s as- 
sets at the time of the sale were 
good will, leases, film contracts 
and network contracts, leaving the 
seller with a fair-size profit. 

The commissioner’s question: 
“How would these _ prospective 
purchasers have fared in a com- 
petitive hearing?” 

. ca “ 

There’s such a thing as being 
too expert. 

At least that’s the way the Sen- 
ate appropriations committee 
seems to feel about the efforts of 
Postmaster General Arthur Sum- 
merfield to turn over the reorgan- 


Can TV Station Licenses Be Bought? 


Lee implies that the) 


ADVERTISING SALES 


Excellent opportunity for young man 
with well known Natio msum- 
er Magazines. Salary plus commis- 
sion. Send complete résumé, plus 
hoto if available, for confidential 
nterview. 


Box 875 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


Young Industrial 
Advertising Man 


A 75 year old Chicago steel com- 
pany seeks a creative idea and 
copy man to add to its Adver- 
tising and Promotion staff. Pref- 
erably, this man is 22 to 30, a 
graduate in advertising or jour- 
nalism, has had 2 to 5 years’ ex- 
perience writing industrial selling 
copy. He is neither beginner nor 
advertising manager, but ad- 
vanced enough to be a self-starter. 
He will be writing semi-technical 
copy to every industry in catalogs, 
booklets, folders, external organs, 
direct mail and publicity. Market 
research knowledge would be 
helpful. Moderate starting salary 
with good opportunity for ad- 
vancement. Tell us completely 
about yourself in a sales letter. 
Address Box 883, ADVERTIS- 
ING AGE, 200 E. Illinois St., 
Chicago 11, IIl. 


ACCOUNT EXECUTIVE 
WHO CAN BUILD AGENCY 
TV-RADIO DEPARTMENT 

Well-rated Chicago agency billing over 
@ million in national space will invest in 
qualified TV-Radio Director who can de- 
velop new business at local or national 
level. Give complete business experience. 
Box 882 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PUBLISHER 
Well established Chicago repre- 
sentative would welcome the op- 
portunity to discuss your space 
selling problems in the midwest. 
Box 887 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ization of postal methods and pro- 
cedures to outside management 
engineering groups for study. 

The appropriations committee 
estimated that Mr. Summerfield is 
spending about $700,000 for spe- 
cial studies by outside groups, and 
it thinks he should be a bit more 
restrained in spending the public’s 
money. It recommended that he 
consult the management experts 
on the staff of the general ac- 
counting office instead of hiring 
more outside talent, and it said no 
additional contracts for consultant 
services are to be let without spe- 
cific authority from members of 
the appropriations committee. 

_ @ » 

Rep. John D. Dingell (D., 
Mich.) has the distinction of be- 
ing the first member of Congress 
to sponsor legislation prohibiting 
all cigaret, cigar and tobacco ad- 
vertising. 

His bill was filed Monday and 
is motivated by the recent discus- 
sions over potential health dan- 
gers from smoking. 

The bill is offered as an amend- 
ment to the Bryson Bill, prohibit- 
ing advertising of alcoholic bev- 
erages. Thus, tobacco and alcohol 
would be covered by a single bill. 

* « « 

Big Ed Johnson, who retires as 
the ranking Democrat on the Sen- 
ate interstate commerce committee 
when his term in Congress ends 
this year, has struck a popular 
note with tv manufacturers by 
introducing a bill lifting federal 
excise taxes from tv sets that are 
equipped for both wu.hf. and 
v.h.f. reception. Under his plan, a 
10% tax would remain on v.h.f.- 
only sets. 

There’s no mystery about what 
Sen. Johnson wants. He wants tv 
sets that will receive the u.hf. 
band, and he thinks this is a de- 
vice which will induce manufac- 
turers to make them. There’s no 
mystery about what the manufac- 
turers want, either. They want to 
get out from under the tax. If this 
involves the addition of a u.hf. 
widget to the sets, that’s little 
enough. 

e * ~ 

The Commerce Department’s 
bureau of roads has added up the 
auto registration figures from 
various states and discovered what 
every driver knew long ago: The 
roads are more crowded than ever. 

To be factual, however, the bu- 
reau of roads found motor-vehicle 
registrations for 1953 totaled 56,- 
279,864, an increase of 3,000,000 
over 1952. Of the 1953 total 46,- 
460,094 were passenger cars, 9,- 
575,519 were trucks, and 244,251 
buses. Passenger car registrations 
were up 6%, trucks 4% and buses 
1.6%. 

The bureau estimates that these 
vehicles moved 540 billion vehicle- 
miles during the year, a gain of 
5.5% (despite the traffic jams), 
and consumed 43 billion gallons of 
gasoline and fuels. State taxes, 
which averaged 5.1¢ per gallon, 
yielded $2,145,471,000. 


GE Air Conditioning to R&R 


The air conditioning division of 


' HOME BUILDING 
ADV REP WANTED 


\| We already have an established 
‘| home building plan book with ex- 
cellent consumer sales and blue- 
rint sales. We now are expanding 
nto a regular news stand magazine 
appealing to men building and 
maintaining their own homes. We 
want a lively rep who knows tools, 
materials, and peasy workshop 
apparel advertising. Highest com- 
missions. Write, stating background. 


Wagner Pub. Inc., 415 Lexington 
Ave., New York 17, N. Y. 


General Electric Co., Bloomfield, 
N. J., has named Ruthrauff & Ryan 
to handle its advertising beginning 
|June 1. The division includes the 
home heating and cooling, com- 
mercial products and Weathertron 
‘departments. The account was last 


The NEWS of the Rockies 


One of Denver's great, quality de- 
partment stores placed 656,515 lines 
in the News in 1953—512,694 lines in 
Denver's evening newspaper. 
(Media Records) 


‘with Kenyon & Eckhardt, which 


|resigned it to take on RCA air con- | 


ditioning. 


‘Cavan Named Art Director 
John Mather Lupton Co., New 
York, has appointed Ralph S. 


_Cavan art director. Mr. Cavan for-| 


i'merly was with Slater-Rost Stu- 
\dios, Milwaukee. 


} 
| 


Man, | Wish | Were 35 Again! 


If you are a sharp agency (or other) creative man, with 
ideas in your belfry, with writing in your soul and with ants 
in your pants, this is going to be like a letter from home. 
It would have been to me, when I was 35. 


I tried to write this ad like the copy-book says—like so: 
WANTED: Top copy-writer, small, hard- 
hitting Southwest Agency, $10,12,000; 
should have radio, TV, direct-mail, farm- 
paper experience, etc. Give usual resume, 
shapshot, also samples (will return all). In 
confidence; our employees know of this ad. 

Etc., etc., etc. 


But how can I stop there? An agency that has not made 
a cold prospect call in 14 years—yet the business has multi- 
plied 9 times. An agency that handles 3 times the national 
average billing-per-employee, year after year. 


And—an agency that threw away that “you-too-can-now- 
have” copy book 191 years ago. That threw away the book, 
period—except one page; the page on SELLING. Man, we 
do sell, for every client we have. We have made some of 
them a lot of money. 


By the way, do you know what a client loves? Money! 
We lose NO sleep worrying about OUR competitors— 
because we lose so much worrying about HIS. 


What kind of copy? Oh, it might be anything, any time. 
If belly-laughs sell, we'll use cartoons. If you have to pound 
the desk, we'll splinter it. If tears sell, we sob all over the 
place. 


Good land, man, wouldn’t you flower out on a team like 
that? Where the boss himself is a top creative hand, and 
really loves the beautiful children of your brain? Where he 
knows what it’s all about, and can help you make yours 
better? Where he is enough of a salesman to keep that 
CLIENT'S eye on YOUR BALL? 


Where you'll have illustrators, from lettering and layout 
men to TV animators, who CAN do what you want done? 
A clerical-operations-production set-up that grabs that dead- 
ly detail off your desk and wheels it through? 


No, you're not dreaming. There is such an agency, and 
we are it. Now flip the coin: 


You will work like a ba like a back-broken mule. 
So what? You need to be 30-42 or so—and of course quite 
a lot of other things, including what's generally known as 
a “regular guy.” Right now there are only 7 of us, soon 
to be 8; we work close together, and no phony will last a 
month. 


One more thing; The boss has already made his—from 
now on it's going to be fun for him. And one of these days, 
this team will have to take that ball away from him all 
the way. In fact, he is planning it that way. 


Well, our temporary address is: Box 884, Advertising 
Age, 200 E. Illinois St., Chicago 11, Ill. 
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NBC Happy Over Participation Sales, 
Jingles $6,200,000 Pot for Affiliates 


New York, May 21—If any dis- 
gruntled affiliates are gunning for 


him when they converge on Chi-| 


cago next week, they should be 


forewarned that William H. Fine- | 


shriber Jr., v.p. in charge of the 


-CLOSE-OUT eer | 


PU LLMATCHES: 
with dispensers 


17,640 matches only 4.95 


PREMIUMS & OFFICE USE 
Indiv. aw, < 


pkg. Reg. Re 
of 24 pkgs. 
buyers, 1 
rices. 
rooks Co. 


se 
matches) pod. Quantity 
cases or more, write for special 


Mdse. Mart 


Chicago 54. 


|NBC radio network, 


is coming 
/equipped with the best possible 
silencer: A bright, shiny package 
of sales. 
Before taking off for the Nation- 
‘al Assn. of Radio & Television 
| Broadcasters convention in Chica- 
' go, where no formal NBC radio af- 
‘filiates meeting is scheduled, Mr. 
'Fineshriber announced the sign- 
|ing of $6,200,000 in new business. 
Nearly $1,500,000 of the total came 
from sales made on the contro- 
versial network participation plan, 
with estimates projected on an 
annual basis. 

In a jubilant press release, Mr. 
Fineshriber enthused, 
|news I bring you today vindicates | 


. ‘the new methods of selling, the | 


“new types of programming, the 
jnew flexibility and the new availa- 
bilities for advertising budgets of 
‘any size which NBC now has to 


100% 


coverage 


where 
you 
want 
it 


Of all advertising media, home-to-home distribution alone 


can give you complete coverage 


. It places your advertising in 


“The good | 


| 


offer. More important, it re-em- 
phasizes the value of the basic 
radio time periods—the half-hour, 
the quarter-hour and the strip— 
as valuable investments for the 
advertising dollar.” 


s The NBC executive told ADVER- 
TISING AGE that “practically all” 
the stations, excepting six or sev- 
en big holdouts, are accepting busi- 
ness under the plan which offers 
sponsors one-minute (full network 
required) participations on “Sun- 
day with Garroway,” “Weekend,” 
“Roadshow” and older three-plan 
shows. The latter were switched 
from three-plan to the partici- 
pating plan May 1. 

“There is no talking point like 
sales,” Mr. Fineshriber said. Sales 
booked so far under the partici- 
pating plan include the ground- 
breaking one-shot sale made to 
Kiplinger’ s Changing Times maga- 

zine, Tums and Carter Products’ 
contracts transferred from the 
three-plan, a series of Plymouth 
announcements and this week’s buy 
by RCA and Prudential Insurance 
Co. of America. 

Prudential, 
Holden, Carlock, McClinton & 
Smith, has bought five participa- 
tions a week, one a day, on “Fibber 
McGee & Molly,” starting in Sep- 
tember. 


s Commented Mr. Fineshriber, 
“Prudential is showing its confi- 
dence in NBC’s participation plan | 
to the tune of an initial $568,000. 
This constitutes Prudential’s entire 
yearly budget for national network | 
— if 

RCA has bought two participa- 
tions on the same show for 13) 
weeks during the summer and ad- 


‘ditional participations in “Week- 


100° of the homes you want to reach 


that every family will see your message. 


where you're sure 


No wonder leading advertisers using ADofA’s intensive 
distribution service report DEFINITE SALES INCREASES far beyond 


the expectancy from similar adve 


When you consider what they'd 
of advertising. to gain the same r 


rlising expense. 


have to do, using other types 
esult——it’s evident that 


home-to-home distribution is inexpensive advertising 
at its hard-hitting. productive best. 


Mass-volume manufacturers use 
distribute their samples, coupons 


ADe*\. vear after year. to 
and advertising material in 


order to build up and maintain their position. New 


product advertisers use the ADof 


or all the U. S. and Canada—bee 
experiments and waste, makes ev 


A service to cover a city, region 
ause it eliminates costly 
ery dollar count. 


For 100% intensive or selective coverage. national or local 


call or write the ADof A office 


of home-to-home distribution 1 


nearest you. The low cost 
vill astound you! 


Advertising Distributors of America, Inc. 


NEW YORK 17 
400 Madison Ave. MUrray Hill 8-6500 
ALBANY, N.Y. 
268 Central Ave. Albany 5-243] 
CHICAGO 5 
624 S. Michigan Ave. HArrison 7-0678 
CINCINNATI 2 
509 W. Third St 
DETROIT 26 
834 Bagley Ave. WOodward 2-1174 
PHILADELPHIA 47 
N. E. Cor. Broad & Washington Ave. 
HOward 8-9610 
PITTSBURGH 22 
243 First Ave. GRant 1-1100 
SAN FRANCISCO 3 
809 Mission St. GArfield 1-1066 
LOS ANGELES 7 
151 W. 27th St. PRospect 3064 
CANADA: TORONTO, ONT. 
308 Coxwell Ave. GErard 7568 


MAin 6062 


Serving many of the leading 
manufacturers throughout 
the United States and Canada 


|by Amana); 


end” and “Roadshow.” NBC’s par- 
ent company, through Kenyon & 
Eckhardt, also has bought a quar- 
ter-hour of “One Man’s Family” 
starting in July. 

Toni is the company contrib- 
uting most of NBC radio’s “good 
news” announcement. (See sepa- 
rate story on Page 77.) Toni’s par- 
ent company, Gillette, will move 
its Friday night fights from ABC 
to NBC-AM in the fall. Gillette 
now backs the boxing matches 
over NBC-TV. Toni purchases in- 
clude co-sponsorship of ‘People 
Are Funny” with Mars (this show 
is currently carried on CBS radio 
two quarter-hours 
weekly of “One Man’s Family” and 
“Young Widder Brown”; two 
quarter-hours weekly of “Stella 
Dallas” and a new 15-minute 
nighttime show, title to be an- 
nounced. 


= NBC has also sold a 30-minute 
Sunday or Monday period to an 
advertiser who is new to the net- 
work, but is withholding the name 
of the sponsor. At the same time, 
the network lost a nighttime ad- 
vertiser, Kraft, as backer of “The 
Great Gildersleeve.” 

This was a mixed week for 
CBS-Radio, which is expected to 
ask its affiliates to approve a plan 
to match NBC’s participation an- 
nouncement strategy next week. 

In the Toni shifts, Columbia 
came out slightly ahead, with 
nighttime expansions balancing a 
daytime cancellation by the cos- 
metic company. 

In the upbeat :‘\epartment, Ches- 
terfield bought “;unsmoke” (Cun- 
ningham & Walsn). In the down- 
beat department, Auto-Lite 


dropped “Suspense” after six years. 


MUTUAL WANTS MORE 
PARTICIPATING SALES 


Cuicaco, May 20—Expansion 
of the network’s participating sales 
plan to accommodate more com- 
petitive advertisers will be the 
principal proposal facing the af- 
filiates of the Mutual Broadcasting 


|System when they convene here 
next Monday. 


| 
‘ 


This confab is one of several 


through Calkins & 


es sas 


eae 
ix 
tl 


SMART ALEC—Following on the heels of 
Smokey, the forest fire prevention bear, and 
Sparky, the home fire prevention dog, the 
Advertising Council will shortly introduce 
Alec, the safety cat. Alec, of course, has 


nine lives but he‘ll remind newspaper 
readers that they do not. Young & Rubicam, 
Chicago, prepared the ads and Wesley |. 
Nunn, advertising manager, Standard Oil 
Co. (Ind.), is volunteer coordinator. 


side meetings scheduled during 
|'the NARTB convention next week. 

Tom F. O’Neil, Mutual presi- 
dent, will ask the affiliates to ap- 
| prove the extension of the “‘multi- 
| message plan” type sales formula 
to three more 30-minute periods 
(a week. He also will ask renewal 

—the present arrangement ex- 
'pires Dec. 31—of the shows cur- 
|rently sold via multi-message to 
participating sponsors. The net- 
work wants another half hour, 
any day of the week, in the morn- 
ing, and another in the afternoon 
and another at night on which to 
sell participating announcements. 


| 


s The nighttime 30 minutes, like 
the current across-the-board mul- 
ti-message strip, would be a swap 
arrangement between the network 
and stations. The stations would 
get a half hour to sell locally in 
exchange for the half hour on 
which the network receives all the 
revenue. 

Advertising revenue from the 
other new periods, like that from 
the Sunday afternoon multi-mes- 
sage shows, would be shared by 
Mutual and the stations. 

Latest tally on the network’s 
multi-message lineup shows 15 
out of 20 available participations 
sold on the nighttime programs 
and four out of eight sold on the 
Sunday afternoon mystery dramas. 

Mr. O’Neil and other network 
executives will point out to the 
stations that Mutual needs a great- 
er time spread on multi-message 
availabilities in order to accom- 
modate competitive sponsors. They 
want, for example, to be able to 
pitch multi-message time periods 
to two brands of cars, cigarets or 
soap. 

Though the stations are never 
pleased with the extension of any 
network sales strategy which they 
fear may jeopardize their nation- 
al spot business, this proposal is 
expected to be accepted by the 
affiliates. 


= The outcome is less certain for 
another scheme to be unveiled at 
the meeting. This is a merchan- 
dising plan whereby the station 
men would make regular visits to 
the manufacturers’ jobbers, air | 
daily promctional announcements | 
for sponsors, visit retailers to ar- 


ing tie-ins, etc. At the end of the 


to send a report to the network 
coverimg their merchandising ac- 
tivities for the network’s spon- 
sors. 

Mutual would then use this mer- 


Advertising Age, May 24, 1954 


new ones. 

Details of the merchandising 
setup, to be outlined next week, 
will be somewhat less formal than 
an earlier plan submitted to the 
affiliates advisory committee. Net- 
work executives would undoubt- 
edly feel happier with a lot of 
signed backers for the plan, but 
handshake supporters will be ac- 
cepted, too. 


Erwin, Wasey Names V.P.s 


Waldo L. Gundlach and Joseph 
|B. Benge, account executives in 
| the Chicago office of Erwin, Wasey 
|& Co., have been named y.p.s of 
the agency. 


George Flanagan Named V. P. 


George A. Flanagan, formerly 
manager of the copy department, 
has been elected v.p. and copy 
director of Cunningham & Walsh, 
New York. 


industry is to do 


MORE IN SMALLER sac 


Tiny transistors 


Printed electric circuits, 


The trend in modern 


to replace large vacuum tubes, 


range displays and other advertis- | 


month, the affiliates will be asked | 


chandising “plus value” to keep | 
old sponsors happy and to sell. 


| 


instead of bulky wiring, 
Cigarette size transmitters, 
Two-way wrist radios. 


This principle applies especially to advertis- 
ing space as paper and printing costs 
zoom ... And more especially, right now, 
when our national economy places added 
emphasis on marketing economies in all 
well managed industriss. 


The counterpart of what the big electric 
companies are doing in electronics, Indus- 
trial Equipment News developed 21 years 
ago in industrial marketing . . . when it 
offered manufacturers a new, more com- 
pact and efficient method of spreading its 
product story throughout all industries in 
small but adequate standard space units 
size 3% by 4% inches, at a cost of 4¢ per 
printed sales call. 


In this way you can be sure to reach all 
the markets .. . including all the new 
markets . . . on a sound investment basis. 
IEN markets are active NOW because In- 
dustrial Equipment News reaches all of 
the active markets. The great number of 
active ... and SPECIFIC .. . sales leads 
which IEN advertisers are getting each 
month is added proof that JEN markets are 
active NOW 

Eliminating all non-essentials, IEN ex- 
plores, finds and helps you to sell by plac- 
ing your product message where buyers 
look for production information, when prod- 
ucts are being chosen ... giving you more 
sell... in less space... at the lowest cost. 
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Advertising Age, May 24, 1954 


Senate Committee | 
Probes Problems 
of UHF Television 


(Continued from Page 1) 
Several witnesses prescribed a 
second tv construction freeze. 

Dr. Allen B. DuMont indicated 
that the problem goes beyond the 
difficulties of the station opera- 
tors and takes in the struggles of 
the weaker networks. Because of 
the uncertainty of the u.h.f. audi- 
ence, he explained, the “third” 
and “fourth” networks are having 
a rough time. 


= He and his associates expressed 
a belief that the country needs 
four competing networks. He of- 
ferec three alternate plans—none 
of them involving any change in 
the existing allocation system— 
to assure four strong stations in 
each of the top 100 markets and 
four strong networks. 

Theodore G. Bergmann, director 
of broadcasting for DuMont, 
warned that a two-network sys- 
tem would force public service 
programming and local advertis- 
ing off the tv air and would cre- 
ate unfair competitive situations 
for almost every national consum- 
er product industry. 

He pointed out that the current 
telecasts of the Army-McCarthy 
hearing are available to the public 
only because of the existence of 
networks three and four, and he 
called attention to trade press re- 
ports which said that NBC and 
CBS already have so much tv 
business that major clients are 
begging for time that is unavail- 
able. 


= Members of the u.h.f. industry 
and the Federal Communications 
Commission agreed that  high- 
band stations are failing to build 
audiences. FCC Chairman Rosel 
Hyde and other witnesses referred 
to the vicious circle—no advertis- 
ing, no program; no program, no 
set conversion; no set conversion, 
no audience; no audience, no ad- 
vertising. 

Chairman Hyde thought high- 
band operators should be looking 
for new program sources. Other 
than networks, he said, FCC is 
considering several steps to help 
encourage the industry. He ex- 
pressed a belief that high-band 
set production would be stimu- 
lated if FCC relaxed its multiple 
ownership rules to permit net- 
works to buy additional u.h.f. sta- 
tions beyond the five u.h.f. sta- 
tions each already controls. An- 
other measure before the com- 
mission would require high-band 
stations to operate with higher 
power. 


= Mr. Hyde conceded that the 
high-band problem could _ be 
traced back to false assumptions 
when FCC “unfroze”’ tv two 
years ago. At that time, the com- 
mission “intermixed” the low and 
high bands, in the belief that 
high-band stations would receive 


transmitters equal to those already 
available to low-band stations, 
and that  high-band receivers | 
would be readily available. He 
told the subcommittee that high- | 
band stations are still waiting for 
powerful transmitters, and that 
production of high-band receivers 
has been tapering off. 


a Mr. Bergmann told the commit- 
tee there will be ample advertis- 
ing money to support four na- 
tional networks, but these four 
networks cannot exist unless im- 
mediate steps are taken to solve 
the clearance problems of ABC 
and DuMont. 

He said a special study by a 


leading broadcast research or- 


Elgin Watch Files 
$450,000 Lawsuit 
Against Kay Chain 


WASHINGTON, May 21—In an ef- 
fort to stop the 60%-off sales ad- 
vertised in Washington newspa- 
pers, Elgin National Watch Co. 
today filed suit in federal court 
here asking $450,000 in damages 
from Kay Jewelry Stores Inc. 
(AA, May 17). 

In addition to Kay and its as- 
sociated firms, the suit is also di- 
rected against Advertising Associ- 
ates Inc., the agency preparing 
Kay copy here. 

The Kay organization operates 
90 stores in various cities with a 
volume estimated at $28,000,000. 
Cut-price sales were confined to 
Washington, where no fair trade 
law operates. 

(The Senate district committee 
announced tcday that hearings on 
fair trade for the District of Co- 
lumbia will be conducted Tues- 
day.) 

Elgin is charging Kay’s ads 
were a reprisal because the com- 
pany cut its prices by 20%. Elgin 
said copies of the ads were sent 
to other manufacturers to warn 
them of what would happen if they 
reduced their price and that the 
ads were also distributed to retail 
jewelers who handle Elgin prod- 
ucts. 


ganization shows that NBC is cur- 
rently clearing 82 of the top 100, 
of which only 20 are high-band 
stations (and 15 of the 20 are in 
single or dual-station markets); 
CBS is clearing 76 out of 100, 
utilizing 20 u.h.f. stations (14 in! 
single or dual-station markets); 
ABC, 51 out of 100, with 31 u.h-f. 
outlets, and DuMont, 39 out of 
100, with 16 v.h.f. and 23 u.h.f. 

| 
= Because of its ability to clear 
stations, he said, NBC built its tv 
billing by 1953 to $96,600,000 and 
CBS built its tv billings to $97,- 
500,000. Meanwhile, ABC, with 
less clearance, billed $21,000,000 in 
1953 and DuMont $12,400,000. 

“Two networks enjoy 85% of 
the total network advertising 
revenue,” he said. “As a result of 
a lack of clearance opportunities, 
the other two networks must be 
content to divide between them 
the remaining 15%.” 

Taking the position that it is 
too late to make changes in the 
allocation plan, Dr. DuMont of- 
fered three alternative methods of | 
steering network programs to! 
high-band stations: 

1. A plan requiring networks to 
accept a designated number of 
high-band stations as affiliates in 
the 100 top markets. 

2. A plan requiring low-band 
stations in the 100 top markets to 
release 25% of their afternoon 
and evening time to ABC and Du- 
Mont. 

3. A plan permitting neiworks 
to have additional owned-and-op- 
erated tv stations, beyond five, for 
every seven primary u.h.f. affil- 
iates it maintains in its network. 


® FCC Chairman Hyde made no 
effort to minimize the plight of 
the high-band stations. While 127 
are on the air, and another 120 are 
under construction, he said many 
of the unfinished stations may 
never be completed. He said a 
special FCC survey showed that 
only 15% of the high-band sta- 
tions operated profitably in the 
first quarter of 1954. 

Chairman Hyde said reshuffling 
of the low band, to provide addi- 
tional low-band channels, is “in- 
feasible and impractical.” He 
pointed out that each tv channel 


_ Last Minute News Flashes 
Rutledge & Lilienfeld Gets Standard Milling 


Cuicaco, May 21—Standard Milling Co., maker of Ceresota flour 


new agency specializing in food accounts, to handle its advertising, 
effective May 31. The account has been handled by Doherty, Clifford, 
Steers & Shenfield. 


Melville Shoe Moves to Hewitt, Ogilvy 


New York, May 21—Melville Shoe Corp. (Thom McAn shoes) has 
transferred its account from Anderson & Cairns to Hewitt, Ogilvy, 
Benson & Mather. The account is reported to bill around $1,500,000. 


Stevens Names Bryan Houston for 3 Divisions 


New York, May 21—Bryan Houston Inc. has been named by J. P. 
Stevens & Co. to handle its wool, cottcn and synthetic divisions. 
H. W. Bennett Jr., v.p., will supervise the account. The divisions are 
currently handled by Kelly, Nason Inc., Robert B. Grady Co. and An- 
derson & Cairns. 


Lever Loses CBS Time Spot; Other Late News 


e This week a new name was added to the list of video advertisers 
whose programs have been bounced to make room for fall program 
shifts: Lever Bros. This big spender, which switches “Lux Theater,” 
radio and tv, from CBS to NBC this fall, is looking for another spot on 
“any network” for “Big Town.” This show lost its time pericd in the 
Thursday night realignments at CBS-TV to make room for the new 
Chrysler hour extravaganza. (See story below.) 


e Mytinger & Casselberry, Long Beach, Calif., distributor of Nutrilite 
food supplement, will start in network televisicn next September when 
it sponsors the “Dennis Day Show.” Nutrilite replaces RCA as sponsor 
of the NBC-TV offering, which will be seen Sunday afternoons in the 
fall. The company will continue to use color pages in magazines. Dan 
B. Miner Co., Lcs Angeles, is the agency. 


e The summer “Show of Shows,” which starts June 12 on NBC-TV, 
will keep regular sponsors Griffin and Armour and add the following: 
Dow Chemical (MacManus, John & Adams); American Chicle (Dancer- 
Fitzgerald-Sample); Lemon Products Advisory Board (McCann- 
Erickson); General Electric major appliance divisicn (Young & Rubi- 
cam), and Cudahy Packing Co. (Y&R). 


e Roy Campbell, a v.p. and director in the New York office cf Foote, 
Cone & Belding, has moved to Los Angeles where he will serve as 
marketing consultant for the four western offices of the agency. Be- 
fore his New York assignment, Mr, Campbell was chairman of the 
plans board in FC&B’s Chicago office. 


e Unable to sell tv’s big show themselves, ABC-TV and DuMont 


_ will let their stations have a try at selling the Army-McCarthy hear- 
_ings ccoperatively on the local level. ABC-TV’s price tag to a national 


advertiser for daily coverage on 70 stations was $33,000. Among the 
local sponsors signed: Philco dealers, WTVP, Decatur, Ill. (ABC), 
and St. Louis Post-Dispatch, WTVI (DuMont), Belleville, Il. 


e The Advertising Assn. of the West has conferred its first honorary 
membership on President Dwight D. Eisenhower. 


e This fall Dow Chemical Co., Midland, Mich., launches a big promo- 
tion for its various consumer items (Styron housewares, toys, latex 
paint, Saran Wrap, etc.) on television. During a 17-week period these 
items will be featured on NBC-TV’s “Today,” starting Sept. 21, and 
“Home,” starting Sept. 24. MacManus, John & Adams, Bloomfield 
Hills, Mich., is the agency. 


Advertisers Snapping Up Stars, Glitter 


and Color Extravaganzas Dangled by Nets 


NEw York, May 21—Advertisers| however, these shows are being 
may moan about the “extrava- | pitched to advertisers on the basis 
gance” of the tv networks and|of a list of headline performers 
their star-minded producers, but} who the network hopes will be 
the same sponsors still go for the available for the series. 
high-priced telecasts. Best bests (in order)as Sunday 

With stars, formats, etc. for the|night spectacular participating 
specific programs still far from|sponsors are Reynolds Metals, 
set, both NBC-TV and CBS-Tel-|Hazel Bishop Inc. and General 
evision this week scored major | Mills. 
sales coups with blue-printed ex-| First backer definitely in the 


and biscuit mix and Aristos flour, has named Rutledge & Lilienfeld, 


travaganzas as the lure. 

CBS signed Chrysler (McCann- 
Erickson) as sponsor of an hour 
weekly “high drama,” three weeks 
out of four, with the fourth to be 
filled by a “musical and variety 
extravaganza.” Estimated yearly 
cost for the sponsor: More than 
$5,000,000. 

The rumor experts had expected 
Chrysler to be one of the first 
backers for NBC-TV’s color spec- 
taculars. Instead, another auto 
maker now features in this specu- 
lation, with Oldsmobile (D. P. 
Brother & Co.) expected to con- 
tract to air all the Saturday night 
super colorcasts to be _ staged 
monthly by NBC-TV. Guesstimate 
for series of 13 is $3,600,000. 


requires six times as much spec- 
trum space as the entire standard 
broadcast band, and that nation- 
wide competitive tv is possible 
only in the u.h.f. band. 


house for color is the NBC’s parent 
company, RCA (Kenyon & Eck- 
hardt), which has signed for half 
of Monday night spectaculars to 
be produced by Leland Hayward. 
A 50% share of this series of 13 
reportedly will cost $2,260,000. 
Ford is considering buying the 
other half. 


# RCA will join American Chicle 
as a co-sponsor of the new Sid 
Caesar show in the fall. General 
Foods is set for nine shows to fill 
part of the alternating weeks with 
the “Buck-Berle Show.” Crosley, 
which reportedly is bowing out of 
\“Hit Parade,” has an option on 10 
|Martha Raye shows to fill the rest 
of this Tuesday night NBC time. 


$5,000,000 National 

Campaign Set for 
2 e a . -_ 

Toni's ‘Viv’ Lipstick 

CHICAGO, May 20—Toni Co. di- 
vision of The Gillette Co. will open 
national distribution of Viv, a lip- 
stick, with a $5,000,000 bang in Au- 
gust. 

Three formulas were tested by 
Toni last winter (AA, Nov. 30). 
The one selected for national mar- 
keting combines advantages of 
both indelibles and creamy lip- 
sticks, according to Toni. 

The campaign will break Aug. 
15 with ads in 144 newspapers in 
132 cities. Four-color spreads will 
follow in about 14 magazines and 
other ads will be used in newspa- 
per supplements. 


® Radio-tv also will be used heav- 
ily, but Viv assignments have not 
been made yet in Toni’s big broad- 
cast stable. 

The lipstick will be offered in 
six shades—from pink to plum— 
each labeled ‘“‘vivid.”” A major ad 
theme, based on market research 
(“Whatever else women want 
when they buy lipstick, they want 
color first and foremost,” says 
Toni), will be “never before a lip- 
stick so red.” 

Weiss & Geller is the agency. 

For its first plunge into non- 
hair preparations, Toni has picked 
a market which it figures totals 
some $70,000,000 a year. Its re- 
search has uncovered the informa- 
tion that more than 90% of women 
16 years and older wear lipstick. 
Between the ages of 16 and 45, the 
market jumps to 95% of all wom- 
en. And an average of 55% buy 
two to four lipsticks a year. 


® Toni, which was formed in 1944 
to market one home permanent, 
today has six hair sets, three sham- 
poos and a hair rinse. R.N.W. Har- 
ris, president of the Toni division, 
said that last year more than half 
of the company’s sales volume 
came from items not in the line 
three years ago. 

As plans to push the new lip- 
stick were disclosed, Toni neared 
completion of a shakeup of its ra- 
dio-tv lineup for summer and fall. 

Here’s the schedule as it stands 
now, with changes possible: 


e NBC-Radio: “One Man’s Fam- 
ily” and “Young Widder Brown,” 
both in summer, and co-sponsor- 
ship (with Mars Inc.) of “People 
Are Funny,” starting in October. 


e CBS-Radio: “Peter Potter Plat- 
ter Party,” “Helen Trent,” “Ten- 
nessee Ernie’’ and three holdovers 
now sponsored by Toni, “Godfrey 
Time,” “This Is Nora Drake” and 
“My Friend Irma.” 


e NBC-TV: Tony Martin in a new 
15-minute show, and Kay Kayser’s 
“Kollege of Musical Knowledge” 
will be revived, possibly with Ten- 
nessee Ernie. “Dollar a Second” is 
on Toni’s schedule and “People Are 
Funny” is due in September. 


e CBS-TV: “Godfrey Time,” 
“Godfrey & Friends,” “Place the 
Face” and “Valient Lady” will 
continue. To be added are the Gar- 
ry Moore, Jack Parr and Bob Cros- 
by shows. 

Toni also will use hitch-hike 
participation in shows sponsored 
by its Gillette parent. 

Big loser in the shifts is ABC 
radio. Toni canceled “Whispering 
Streets” and “Breakfast Club” co- 


incident with NBC’s making avail- 


\able the choice Sunday 7 p.m. tv 
\slot for “People Are Funny.” The 
latter show has been aired on CBS- 


ABC-TV had two major deals at) Radio. 
the signing stage at week’s end: | 


‘Florida Citrus Commission for 
“Twenty Questions” (AA, May 3). 


ae 


a Max Liebman of “Show of Elgin as every-other-week sponsor | Dominican Republic to Geyer 
Shows” fame will produce the/for an hour drama sharing the) 


The Dominican Republic has ap- 


Saturday and Sunday spectaculars.|time period of U. S. Steel and| pointed Geyer Advertising, New 
The Sunday series opens with 


Betty Hutton’s tv debut. Mainly, 


| York, to handle its first national 
‘campaign for U. S. tourists. 
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German Ads Need | 
More Humor, Say 
Confab Speakers 


(Continued from Page 3) 
duces prices.” 

The congress turned out to be 
a routine session for most of the 
delegates. Evidence of this feeling 
came on the final day, when a 
delegate bitterly condemned con- 
ference speakers for not contribu- 
ting any new ideas. Significantly, 
he drew the greatest applause of 
the day. 


s Three “old” ideas which speaker 
after speaker hammered home 
were: 

1. Advertising plays a vital part 
in raising the standard of living 
and the public must be made to 
understand this role. 

2. German advertising men must 
establish closer bonds with con- 
sumers. Good slogans cannot be 
created in offices. Admen have to 
seek out the opinions of consum- 
ers. 

3. German advertising must have 
more humor. Too much of it is 
heavy-handed and meaningless to 
prospective buyers. 


= R. H. Siddons, a director of the 
British advertising agency, Lintas 
Ltd., which has a branch opera- 
tion in Germany, presented one of 
the most provocative talks. In his 
address—which was read to the 
congress—Mr. Siddons deplored 
the failure of German newspaper 
publishers to build up mass cir- 
culations. 

He pointed out that 145 British 
dailies have a circulation of 31,- 
000,000, while 564 German dailies 
have a circulation of only 15,000,- 
000. 

The British agency man was 
highlighting one of the major 
problems facing national advertis- 
ers in West Germany. Local dailies 
with tiny circulations have long 
been the pattern here. Before the 
war only one paper topped the 
500,000 mark. Today there are 
only five with 200,000-plus circula- 
tions. 


s Mr. Siddons blamed publishers, 
saying they “do not bother to im- 
prove the readability of their 
newspapers.” The popularization 
trend in Britain and America— 
short words, short sentences, more 
pictures, comic strips—has hardly 
been felt in Germany. 

Newspapers are filled with long- 
winded articles, and their general 
appearance is foreboding. To at- 
tract attention in this mass of type, 
German advertisers use big black 
headlines and heavy black borders. 
The “ugliness” of this “black” 
advertising came in for plenty of 
criticism at the congress. 

One newspaper, Bild, has broken 
with this tradition. It uses simple 
language, attractive layout, comics 
and a good many pictures. It cir- 
culates nationally and in a short 


time has reached a circulation of 
1,000,000—the first German daily 


ever to hit that figure. Several il- free enterprise campaign run prior 


lustrated weeklies have followed 
the same formula with comparable 
results. 


# A frequently heard cry at this 


congress was the demand for more) 


market and media research. Ad- 
vertisers are woefully lacking in 
the data needed to plan a sales at- 
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SO WHAT?—R. C. Riebel Advertising Agency, Louisville, submits this ad for its 


client, Liberty National Bank & Trust Co., 


as an example of the unusual in financial 


advertising. The copy headlined “100 Years—so what?” points to the importance 
of the bank's history but emphasizes that it has its sights on the future. The news- 
paper ad ran as a page and two columns. 


and now audits 70% of the daily 
papers and 80% of the periodicals. 


= In the past five years there has 
been a tremendous growth in the 
number of advertising agencies. 
During the Hitler regime, when 
agencies were regulated by the 
state, there were no more than 200. 
Today there are more than 1,000, 
although only 200 are affiliated 
with the Assn. of German Adver- 
tising Agents. 

This group includes a number of 
agencies which do nothing but 
place space. It also includes the 
advertising counsellor, who places 
no space at all. He works without 
the benefit of any market research, 
simply creating ads which he 
thinks are pleasing. Agency com- 
missions vary in Germany from 
10% to 20%. 

The trend does seem to be to- 
wards the service-type agency 
which has developed in America, 
Britain and France. The biggest 
agency in Germany right now is 
McCann-Erickson, which employs 
more than 200 people in its Frank- 
furt office. 

J. Walter Thompson Co., down 
the street from McCann, had a 
five-man office a year ago; now it 
has 40 employes. Both of these 
agencies are sprinkled with Amer- 
ican-trained personnel. 


= The German advertising indus- 
try has no noble heritage upon 
which to build. In the past there 
have been frequent complaints of 
shady practices. Publishers have 
been bilked by agencies, firms 
have used advertising for purely 
political purposes, advertisers have 
used their spending power to dic- 
tate to newspapers. 

These days are apparently not 
gone forever. There were sharp 
criticisms recently of the gigantic 


to last September’s general elec- 
tion. This drive—a series of 10 ads 
in 450 newspapers—was conducted 
by Die Waage, the German equiva- 
lent of the National Assn. of Manu- 
facturers. 

The campaign has been credited 
with contributing substantially to 
the re-election of Konrad Adenau- 


tack. Information readily avail- er’s Christian Democrat party. Crit- 
able in the U. S. must be extracted| ics say the huge expenditures for 


here at great cost. There are, for| 


example, no records kept on ad- 
vertising expenditures. Germany 
does have an Audit Bureau of 
Circulations—the IVW (Informa- 
tions stelle zur Festellung der 
Verbreitung von Werbetraegern). 
This body was established in 1949 


pe ne i ats 


space amounted to subsidization of 
various newspapers. Similar charg- 
es have been made against the 
Assn. for Trade Marked Articles. 


s Finally, there is the shadow 
cast by Goebbels, the Nazi propa- 
ganda chief. Rudolf Kohlmeier, ad- 


vertising director of the Frank- 
furter Rundschau, discussed this 
subject in a special article appear- 
ing on the opening day of the con- 
gress. What is one to say, he asked, 
to the German who points to Goeb- 
bels and declares that advertising 
can serve evil purposes quite ef- 
fectively and therefore doesn’t de- 
serve public acceptance? 

Mr. Kohlmeier’s answer is that 
advertising, like anything else, can 
be misused. He gave atomic en- 
ergy as an example. And he said 
that no amount of advertising can 
—in the end—sell a bad product 
or a bad idea. Ultimately, it will 
lose public favor. 

Mr. Kohlmeier said the task of 


social one,” to promote good prod- 
ucts, inventions and better ways of 
living. 


U.S. Service Names Poppele 

J. R. (Jack) Poppele, has been 
named assistant director of the 
U. S. Information Service, in charge 
of the Voice of America broadcast- 
ing program. He succeeds Leonard 
F. Erikson, who has rejoined 
McCann-Erickson. Mr. Poppele, 
formerly associated with WOR, 
New York, resigned as v.p. of the 
station and a director of Mutual 
Broadcasting System in 1952 to 
form his own tv consultant office. 
Mr. Poppele at present is trans- 
ferring all “Voice of America” op- 
erations from New York to Wash- 
ington, according to instructions 
that asked for completion of the 
move by Nov. |. 


POPAI Names Committee 


The Point-of-Purchase Adver- 
tising Institute, New York, has re- 
appointed Walter J. Ash, v.p. and 
sales manager of Consolidated 
Lithographing Corp., chairman of 
its executive committee planning 
the 1955 POPAI symposium sched- 
uled for next April in Chicago. 
New members appointed to the 
committee are Carl Bergmann, 
sales manager of Palmer Associ- 
ates; Alexander Haft, treasurer of 
Haft & Sons; Samuel Krebs, presi- 
dent of Copeland Displays, and 
Donald C. Ozmun, president of 
Chicago Cardboard Co. 


B&B Gets ‘This Week’ 


United Newspapers Magazine 
Corp., New York, publisher of 
This Week Magazine, has named 
Benton & Bowles to handle its ad- 
vertising. The account was for- 
merly with Kenyon & Eckhardt. 


German advertising must be “a* 


British Admen 
Told to Improve 
Their Own PR © 


(Continued from Page 3) 


of view. He is managing director 
|of Foote, Cone & Belding Ltd. 

| In a highly-praised speech on 
“The Future of Advertising,” Mr. 
|/MacCabe_ suggested that social 
service campaigns, carried free by 
media and supported by advertis- 
|ers, can bring about a greater ap- 
| preciation of advertising by the 
public. 

“Advertising can be used as an 
educational and social force of 
great power. Let us use it on be- 
half of the public—to the public— 
as a selfless contribution by the 
|advertising business to the com- 
munity as a whole,” he said. 


e Mr. MacCabe added, “I want to 
see the advertising business doing 
some work for the common good 
without hope of monetary gain.” 
The public could not fail to be im- 
pressed with its effectiveness and 
sincerity, he said. 

The agency chief said lack of 
appreciation stretches to some 
sections of commerce and he con- 
tended some advertisers allow 
themselves to be browbeaten far 
too much. 

“How often dre advertising peo- 
ple (both agencies and advertising 
managers) told to produce a cam- 
paign without being given vital 
information? How often are they 
told to produce a campaign as the 
solution to a problem they have 
not had the opportunity for analyz- 
ing for themselves? How often are 
they told how to do even elemen- 
tary aspects of their job—in which 
they have spent their whole lives 
—by people whose only qualifica- 
tion for doing so is that they sign 
the check?” 


# Mr. MacCabe said it is up 
to advertisers to educate manufac- 
turers so that advertising can 
serve them to its fullest extent. 

“For the power and influence of 
advertising are limitless,’ he de- 
clared. “Some say Surf is the 
greatest detergent, some _ Tide, 
some Daz—but they are all wrong. 
The greatest detergent in the world 
is advertising. 

“It cleans away inefficiency in 
production and in distribution and 
in selling. For inefficiency cannot 
live in an organization side by side 
with large-scale advertising.” 

Discussing sponsored television, 
Mr. MacCabe warned that the 
British cherish the privacy of 
their homes, and uninvited, unex- 
pected guests do not generally re- 
ceive a very warm welcome. 

“But if they are expected, and 
are announced, and are interesting 
or amusing or helpful, then I 
think they will have a good chance 
of being well received,” he said. 


w “In the newspapers we have to 
compete with hydrogen bombs, test 
(cricket) matches, and rape—and 
we win. Daily we entice readers 
off the editorial columns and into 
the advertising columns. 
should we not keep them out of 


Dr. Edward L. Lloyd, head of the 
British end of the A. C. Nielsen 
Co., said it is time that business 
and advertising men quit trying to 
short-change themselves. 

“In the advertising profession 
‘under-statement’ has been prac- 


resulted in failure to supply the 
British public with the facts. 
“Attending this conference are 
some of the best advertising brains, 
not only in this country, but in the 
world,” Dr. Lloyd said. “Is it not 
reasonable to assume that they, if 


Why | 


tised to such a degree that it has) 
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they would devote the time and en- 
ergy to the task, could also ‘sell’ 
the entire concept of advertising in 
all its facets to the British public, 
particularly the host of uninformed 
‘critics who either consider them- 
selves authorities or use advertis- 
i as a ‘whipping boy’ for politi- 
cal purposes in order to attract at- 
|tention to themselves.” 


a L. D. Gammans, the Assistant 
Postmaster-General and minister 
responsible for television in the 
House of Commons, told the con- 
ference that agencies will have 
excellent prospects under commer- 
cial tv. 

He predicted television may well 
prove “to be the most potent meth- 
od of advertising that this country 
or the world has ever discovered.” 

L. M. Masius, chairman of Mas- . 
ius and Fergusson Ltd., was not so 
sure. He warned that agency men 
should not run headlong into the 
medium as a panacea for all trou- 
bles. 

“T think we should be more care- 
ful,” he said. “I wonder whether 
we have approached it as cautious- 
ly as the dangers that are ahead 
of us demand that we should.” 


a Mr. Gammans had joined Lord 
Woolton in urging advertising men 
to fight back against their critics. 
“After all, if you do believe in ad- 
vertising, the first thing to do is 
advertise yourselves and not be 
ashamed of doing that,” he de- 
clared. 

The conference ended—as it be- 
gan—on this note. Norman Moore, 
president of the Advertising Assn., 
closed the three-day meeting with 
these words: 

“We shall go away determined to 
convert those who doubt—and 
there are still people who have 
honest doubts about the high value 
of advertising—and to confute its 
critics, who, sometimes maliciously 
and certainly very often dishonest- 
ly, try to decry our calling.” 


Alexander, Benyus Join Ayer 


Robert C. Alexander, formerly 
v.p. in charge of radio and tv for 
Ward Wheelock Co., has joined the 
client service staff of N. W. Ayer 
& Son, Philadelphia. Daniel J. Ben- 
yus, formerly with Benton & 
Bowles, has been appointed to the 
research staff of the radio-tele- 
vision department of Ayer’s New 
York office. 
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UNEXPURGATED—This ad in The New York- 
er proved too lurid for the New York 
| Times, whose copy acceptance department 
declined it until the headline was changed 
to ‘When he asks about the birds and 


bees.” Donmoor's agency is Zlowe Co, 


DONWNO KNTTWeas, 6 W 26th Street, New York 1 
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C&O Builds Traffic Manager's Role 


and Freight Revenue with Ad Series 


(Continued from Page 3) 
ger Last Night?,” answering that 
he very likely was at a conference 
helping to protect his firm’s com- 
petitive position or formulating a 
sound transportation policy; or 
“The Door Houdini Couldn’t Open,” 
explaining savings possible through 
use of freight classification. 


# A recent ad in Time, headlined: 
“When You Call Me a Cow, Smile,” 
pictured an insulted horse. The 
copy explained that horses, bound 
for slaughter, can go at the same 
rate as cattle—just one of the rate 
technicalities through which an 
alert traffic manager cuts shipping 
costs, in this case an 18% saving. 

“And that ain’t hay!” the ad re- 
minds top management. 

Plans for the campaign, handled 
by Robert Conahay Inc., New 
York, were laid in the fall of 1951. 
They were based on a suggestion 
by Mr. Genet, and as a result Delta 
Nu Alpha, national transportation 
fraternity, named him “Transpor- 
tation Man of the Year” in 1953. 

The Chesapeake & Ohio’s prob- 
lem was how to arouse interest 
—especially from shippers—in 
freight advertising, a sexless sub- 
ject distracting few readers from 
travel ads or Dr. Kinsey. Mr. Genet 
and his colleagues scorned run-of- 
mine messages; they wanted to 
make people—the right people— 
talk about freight advertising. 


= They decided to “put men in the 
freight car” to achieve these re- 
sults: (1) To get the attention of 
top-echelon officials of companies 
having freight to ship; (2) to make 
them more conscious of the bene- 
fits of good traffic management, 
and (3) to win appreciation from 
traffic managers, with whom a 
railroad usually deals most closely. 

Robert Conahay made a survey, 
interviewing 100 of the nation’s in- 
dustrial traffic men in fields from 


| 


| 


steel to cough syrup, and talking 
with traffic specialists in business 
schools, chambers of commerce and 
trade associations. 

The result was a 25-page analy- 
sis of the responsibilities of the 
traffic manager. It provided flesh 
and blood for the campaign’s early 
“case history” advertisements. The 
traffic manager, not a shipping 
clerk, steps from the book, demon- 
strating that he is every inch a 
professional. 


= “The Chesapeake & Ohio Rail- 
way...is vitally interested in any 
plan that will move more goods, 
more efficiently,” the ads explain. 
“That’s why we sponsor this series 
of advertisements about the traf- 
fic manager and his job. The traf- 
fic man is management’s answer 
to better and more economical 
movement of material.” 

A sharply timed direct mail pro- 
gram has supported the magazine 
effort from the start. 

In the first year, some 50,000 re- 
prints of each ad were sent out, 
going to presidents of 28,000 lead- 
ing companies, the same number 
of industrial traffic managers and 
to all C&O freight traffic repre- 
sentatives. The mailing list has 
grown to 35,000, ranging from “a 
one-man junk yard to the Republic 
Steel v.p. in charge of traffic,’’ Mr. 
Jackson said. 

In the early stages, Mr. Genet 
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“FIRST AID FIRST” CONTEST 


FOR LUCKY CHICAGOANS—Ads like this 
are running in Chicago newspapers for a 
Johnson & Johnson contest which will run 
through June 12. J&J says similar contests 
may be launched elsewhere, but for the 
time being Chicagoans are the only ones 
getting a crack at it. Young & Rubicam is 
the agency. 


wrote company presidents ac- 
quainting them with the advertis- 
ing and enclosing advance prints. 
Traffic men got copies of the let- 
ters sent their bosses concerning 
their work and welfare. Later, spe- 
cial mailing pieces have included 
a skillet-shaped reprint of the ad- 
vertisement telling of a _ traffic 
manager who “cooks with gas in 
the Panhandle.” 

Complimentary letters have 
flowed in from top management 
and traffic men alike. “A Midwest 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending April 24, 1954 
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All figures copyright 


Total Homes Reached 


Homes 
Rank Program (000) 
1 1 Love Lucy (Philip Morris, CBS)..17,220 
2 Dragnet (Liggett & Myers, 
WD: sadauelnsicsachacpictientensnaubessenes 15,247 
3 Bob Hope Show (General Foods, 
PRI e einsscessinectassrcsteirscestoonsasoies 14,322 
4 Milton Berle Show (Buick, NBC)..12,568 
5 Colgate Comedy Hour (NBC) ....12,158 
6 Jackie Gleason Show (Schick, 
Shecffer, Nescafe, NBC) ........ 11,743 | 
7 You Bet Your Life (DeSoto- 
Plymouth, NBC) ........cccscseeeees 11,554 
8 Godfrey’s Talent Scouts (Lipton, 
IPD eu ciisntecinss pececieniccsveetinonnaens 11,201 
9 Ford Theater (NBC) .................. 10,812 
10 Goodyear TV Playhouse (NBC) ..10,595 
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Program Popularity* 
Rating 
Program (%) 
| Love Lucy (Philip Morris, CBS) ....60.4 


Rank 


\traffic manager sat up until 4 a.m. lication. He previously was en- 


| 
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writing four single-spaced pages 
of reaction,” Joe D. Singer, assist- 
ant ad manager, recalls. 

Many of the ideas were turned 
over to Frank Denman, account 
executive, who used them in recent 
advertisements. Several respond- 
ents have been interviewed by 
Conahay copywriters. 

Some of the comments appear, 
anonymously, in the margins of the 


wae booklet, “Repeat Performance,” a 


reprint of nine of the C&O ads. 


. In a letter-style preface, Mr. 


2 Dragnet (Liggett & Myers, NBC)....54.3 
3 Bob Hope Show (General Foods, 
POND devccsettcccestassipvacsvseaesvanethotunis 52.1 
4 Milton Berle Show (Buick, NBC) ....45.8 
5 Jackie Gleason Show (Schick, 
Sheaffer, Nescafe, NBC) ............ 45.2 
6 Godfrey's Talent Scouts 
Cee, CIE) ceriscsscccccssesevesceosase 45.2 
7 Colgate Comedy Hour (NBC) ...... 42.9 
8 You Bet Your Life (DeSoto- 
Plymouth, NBC) ........cssescsseseeees red 
9D Bord Theater (IBC) .....ccscccsccsccssoes 40.6 
10 Goodyear TV Playhouse (NBC) ....38.5 


re program was telecast. 
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Ten Multi-Station Markets 


RANK PROGRAM 


| Love Lucy (Philip Morris, CBS) ....56.9 
Godfrey's Talent Scouts (Lipton, 
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The Big difference between the Waterloo Courier 
and every other lowa daily is the way the 
Courier hustles for and gets tie-in advertising. 
. . from January 1, 1953, thru De- 
cember 13, 1953, the Courier's merchandising 
staff solicited 354,197 lines of tie-ins 


Let our advertising and merchandising department 
show you what can be done with your product. 
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MGT. centnnicescncesaanspscecnacsereteenicessoies 48.4 
3 Dragnet (Chesterfield, NBC) ........ 37.6 
4 Colgate Comedy Hour (NBC) ........ 36.2 
5 This Is Your Life (Hazel 
NI. PURE» sasassnncsectescerrnecsivens 33.5 
6 Ford Theater (NBC) ...........cccceeeee 33.2 
7 Jackie Gleason (Schick, Sheaffer, 
_ Nescafe, CBS) ........sscscessesesees 2.9 
8 What's My Line (Stopette, Rem- 
lay AI Whcectacticactcceesivcnssrescies 31.5 
9 Red Buttons (General Foods, 
SU eta ieeinicctk ses tavstetpecssntrebessmshives 31.2 
10 Groucho Marx (DeSoto- 
PUPOUN, PED) cscevicserscecscossniors 30.1 


| 
Bankers Box Names Jacobi 


Bankers Box Co., Chicago, has 
appointed Frank C. Jacobi Adver- 
'tising, Chicago, to handle adver- 
bye and product publicity for its 
\Liberty and Stax-on-Steel storage 
| products for business and industry. 
Media schedules begin with July 
insertions in consumer and trade 
publications. 


Ultrasonic to Sutherland 

Ultrasonic Corp., Cambridge, 
Mass., has named Sutherland-Ab- 
bett, Boston, to handle promotion 
for its new central air condition- 
ing unit for homes. 


RATING | 


Genet asks: 

“Have you ever picked at a loose 
thread in a garment and then 
found that you were pulling on a 


e.|strand...yard after yard of it... 


that wove its way through the en- 
tire fabric? 

“That describes, graphically, the 
experience we’ve had in develop- 
ing the story of the traffic manager 
and his job. Throughout the entire 
fabric of business, we’ve found 
traffic playing a vital role in de- 
partment after department. 

“The influence of. traffic. ..the 
tremendous potential it offers man- 
agement for increased efficiency 
and economy...is far greater in 
scope than even we had thought 
possible when we began.” 

The sourest fan letter came from 
a Pennsylvanian, an entomologist, 
who complained that, in a C&O 
illustration, an idle freight car 
wheel was being skeined by a wolf 
spider, which never makes webs: 
“My sensibilities are shocked at 
this fraud,” the man wrote, adding 
that an advertiser has no right to 
take any license with scientific 
fact. 


McGraw-Hill Names Kennedy 
Slade Kennedy has been named 


.|district manager in the Atlantic 


district office for Engineering 
News-Record, McGraw-Hill pub- 


gaged in advertising research for 


the forthcoming Control Engineer- 
ing. 


what's the best sales “‘line’’? 


is strictly a “second person” op- 
erator. He’d rather bite his tongue 
than say: “I, we, me or us.” Edge- 
of-chair appreciation of you marks 
his style. And it’s effective. But 
what closes the sale is his informed 
follow-through. Because the bet- 
ter informed salesman always sells 
better—and more. This isthe 
thorny truth you grapple with if 
you sell electrical products through 
electrical distributors’ salesmen. 
How well... and how much... 
they sell for you depends on the 
information you give them. And 
how it’s delivered. One of the best 
ways to keep top distributors’ 
salesmen continually informed .. . 
sold on selling your products... is 
with sales-pointed advertising in 
the business magazine edited es- 
pecially for them . . . McGraw- 


Hill’s ELEcTRICAL WHOLESALING. 


“GO WEST, YOUNG MAN!” 


This famous expression by Horace Greeley 
was “good as gold” in 1854. 


In this, its centennial year, it is today an even 
wiser gem of wisdom, because 


Far-sighted advertisers know that the growing 
BILLION-DOLLAR METROPOLITAN OAK- 
LAND AREA MARKET means more sales. 


The Tribune, with the greatest home-delivered 
circulation in Northern California, is by far 
the best media to reach this rich market 


Oakland if Tribune 
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O MEET the challenge of a new way of life—a life of shared interests and 

mutual participation in all the aspirations, excitements and activities of the 
family’s life together—McCall’s has broadened its editorial scope—to serve the 
woman and her family. McCall’s has now become— 


. . . the first and only magazine designed to meet the woman’s No. 1 interest— 
and that of her family with whom she shares her life 


. . . the only magazine that embraces the whole gamut of family life—from the 
material to the spiritual . . . from the inspirational to the entertaining 


. . . a woman’s service magazine with all the authority the phrase implies 


The woman’s interest in McCall’s is intensified—because McCall’s becomes a 
bond of interest with all the members of her family. 


MeCalls 


edited for the woman and her family 
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